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tough Proofs 


Walt Disney may or may not be 
terested in knowing that one of 
be most successful commercial 
nterprises in Nogales, Mexico, is 
snominated El Mickey Mouse. 


in 


The Detroit Free Press got in 
tad with New York baseball fans 
bt week in referring to “Jack 
hesboro,” and calling him a Yan- 
ee, The 1905 forerunners of the 
rankees were the Highlanders, 


7. a oe 


A report on salesmen’s compen- 
ation says that in the postwar 
bheriod they will get salary and 
bonus, but their expense accounts 
will be closely controlled. The 
ales manager who can control 
oth his salesmen and their ex- 
bense accounts is a wiz. 
vveey 

Collier’s is going to give $10,000 
bach to the U. S. senator and rep- 
eentative who best display 
tatesmanship. Evidently the edi- 
ors of the magazine don’t agree 
with the definition that a states- 
an is a dead politician. 


Te a 


General Motors’ H. G. Weaver 
ays the results of a survey may 
lepend upon what kind of ax the 
naker is grinding. In other words, 
he harder you grind an ax, the 
ore monkey wrenches you throw. 


ae re 


That “Know Albany” campaign 
he boys are cooking up ought to 
mphasize that the better you 
know it, the more likely you are 
» know Washington. 


a 


“Ever since Ancestor Adam got 
himself ribbed by Eve in Eden,” 
omments the American Magazine, 
‘ths old world of ours has been 
a two-sexed affair.” 

And not even the postwar plan- 
hers propose to change it. 


a 


Comparatively few returning 
veterans are keen about selling 
jobs that don’t carry a salary, gov- 
ernment officials report. Once they 
get out of uniform, they are no 
longer interested in commissions. 

vvey 

Top usage of products like cos- 
metics and toiletries is reached 
by young women from 18 to 35, 
asserts Secrets, but it is an open 
secret that the older the chassis, 
we more likely it is to need a good 
repaint job. 


vy cy 
_Stan Hubbard can’t see why 
sation KSTP has to employ 
Music:ans it doesn’t need when 
ere is such a shortage of man- 
Power. The answer is that nature 
ahors a vacuum and Petrillo an 
Mactive union card. 

o/h 
“My America,” says Mrs. R., “is 
forum where citizens can hear 
the great questions of the day dis- 
“ussec by authorities without fear 
fan, consequences.” 


e that’s what’s wrong with 
utho ities, 


a 


,D0\ RTISING AGE refers to the 
Var . dvertising Council as WAC, 
from the standpoint of the 
’s Army Corps sounds just 

bit wacky. 


v 


", VY FF 


long ago the Post published 
about a horse that played 
ase for Brooklyn, and the 
ings look this may be just 
ar to try out the idea. 


Copy Cus. 


‘SS The wounded 
} 
are waiting 


9g for your answer! 


Ongent!more nurses needed now-All women con help! 


First Ford War 
Theme in 2 Years 


Aids Nurse Drive 


Detroit, March 8.—Ford Motor 
Company this week launched a 
newspaper campaign, using large 
space in metropolitan dailies, to be 
followed in May issues of women’s 
magazines, in support of nurse 
recruitment, the first extensive 
campaign by Ford in behalf of a 
war theme since a somewhat 
smaller drive two years ago at the 
time of the 2nd War Loan drive. 

The newspaper ads, headed 
“The wounded are waiting for 
your answer,” urges registered 
nurses to join the Army nurse 
corps and other women to join the 
Wac hospital unit or to serve part- 
time as nurses’ aides in their local 
areas. There is no selling copy, 
and only the Ford company name 
is mentioned. 

Ford’s participation in the nurse 
drive is partly a result of work 
by the War Advertising Council’s 
sponsorship committee, headed by 
John Sterling of This Week, in 
emphasizing the urgent need for 
promotion of nurse recruitment. 


Billingsley Heads 
Four A’s Group 
to Improve Copy 


New York, March 8.—A special 
committee on improving advertis- 
ing copy has been appointed by 
the American Association of Ad- 
vertising Agencies. Allen L. Bil- 
lingsley of Fuller & Smith & Ross, 
Cleveland, chairman of the Four 
A’s board of directors, is commit- 
tee chairman, and other members 
are William Reydel, Newell-Em- 
mett Company, and Henry C. 
Flower Jr., J. Walter Thompson 
Company, with Frederic R. Gam- 
ble, Four A’s president, ex-officio. 

A similar committee is being 
appointed by the Association of 

(Continued on Page 56) 


Better Ads? 


AA believes there can 
| be. See Editorials, Page 
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Admen Mobilize 
for 7th War Loan 


Promotion Effort 


All Media to Aim 
Barrage at Buyers 
of Smaller Bonds 


Washington, March 7. — The 
world’s’ greatest merchandising 
machine—the Treasury war fi- 
nance division—was putting fin- 
ishing touches this week to its 
plans to mobilize advertisers and 
media for a three-month period 
in support of the ambitious 7th 
War Loan drive, with its $4,000,- 
000,000 “E” bond quota. 

Although the drive will run 
only from May 14 to June 30, 
Treasury anticipates a _ strong 
April build-up in order to reach 
the unprecedented “E” bond goal, 
as well as the $7,000,000,000 quota 
for individuais and the over-all 
$14,000,000,000 goal. 

One compensating factor in 
what is considered the most diffi- 
cult money-raising effort yet is 
the fact that the drive period is 
two weeks longer than the recent 
6th War Loan, and a week longer 
than the earlier 5th. To assure 
success, however, Treasury is 
starting work on pay-roll savings 
toward the 7th early next month. 


Starts in April 


Pace of promotion for the bonds 
should be considerably lower in 
April than in the actual drive 
months, Treasury is telling its state 
chairmen, but nevertheless four 
full page newspaper ads, a 24- 
sheet poster, “Plan now for the 
Bigger Seventh,” and other mate- 
rial for radio, press and industrial 
publications has been scheduled. 
Most national support will wait 
until May and June. 

To increase media cooperation 
with the 7th, Treasury is taking 
these steps: 

1. State chairmen have been 
advised that more newspaper sup- 

(Continued on Page 57) 


Grade Labeling Hurts 
Consumers, NPA Says 


Court Ruling on 
Distillers Might 
Affect Fair Trade 


Washington, March 7.—Depart- 
ment of Justice trust busters are 
celebrating a considerable legal 
victory, following a Supreme Court 
ruling Monday reinstating the 
government’s anti-trust case 
against a group of distillers, whole- 
salers and retailers united under 
Colorado fair trade practice laws 
to fix mark-ups on liquor and 
wines. 

Brought into lower courts by the 
government on the ground that 
the agreement went beyond the 
fair trade practice laws and be- 
came a restraint of trade, the firms, 
including National Distillers, 
Frankfort Distillers, Brown - For- 
man, Hiram Walker, Schenley, 
Seagram, McKesson & Robbins, 
and J. E. Speagle, conceded the 
facts of the agreement, but success- 
fully argued that the Sherman Act 
did not apply since the restraint 
applied only in local trade. 

Anti-Trust Chief Wendell Berge, 
in pressing the case to the Su- 
preme Court, sought to tighten 
federal control over “fair trade 
practice” agreements on the 
grounds that if unregulated such 
practices frequently could be used 
by groups of organized dealers to 
“blackmail” a national merchan- 
diser into offering liberal prices. 


Manufacturer Is Hit 


While the Department of Justice 
has taken no position on estab- 
lished fair trade practice opera- 
tions, which enable a manufac- 
turer of brand name _ goods to 
control resale prices in states that 

(Continued on Page 55) 


Last Minute News Flashes 
Young Heads War Advertising Council 


New York, March 9.—James W. Young, J. Walter Thompson Com-| 


pany, was elected chairman of the War Advertising Council at a meet- 
ing here this noon, succeeding Harold Thomas, now with Pedlar & 
Ryan. Paul West, Association of National Advertisers; Kerwin Fulton, 
Outdoor Advertising Incorporated, and William Reydel, Newell- 
Emmett Company, were reelected vice-chairmen. Frederic R. Gamble, 
president of the American Association of Advertising Agencies, was 
reelected secretary-treasurer of the council. 


United Fruit Begins Educational Series on Bananas 


New York, March 9.—Fruit Dispatch Company, sales subsidiary of | 
United Fruit Company, has begun a radio campaign to educate the 
public about bananas and their supply. 
minute transcriptions and participations on daytime programs will be | 
used, with Batten, Barton, Durstine & Osborn the agency in charge of | 


the campaign. 


In 20 major markets, one- 


Currey Buys ‘Farm & Ranch’, ‘Holland’s Magazine’ 


Nashville, Tenn., March 9.—Farm and Ranch and Holland’s Maga- 
zine, published by Texas Farm and Ranch Publishing Company, Dallas, 


have been purchased for $450,000 by Brownlee O. Currey and asso- 

ciates, Nashville. Addition of these magazines to the Currey group, 

which includes Southern Agriculturist, raises the group’s circulation 

to 1,600,000. 

Renoir Spending $100,000 on Perfume Campaign 
New York, March 9.—Renoir Parfums is launching a $100,000 cam- 

paign featuring Chichi and My Alibi perfumes. Full pages and smaller 


ads will be used in magazines, newspapers and 


trade publications 


Abbott Kimball Company, New York, is the agency. 


| 


| EASIER way | 
| ‘4 / 


Would Alter Economic 
System and Industry, 
Publishers Emphasize 


New York, March 8.— “A-B-C 
grade labeling is unscientific, un- 
sound and misleading” and “would 
harm, not benefit, consumers,” Na- 
tional Publishers Association 
warned today in releasing a 100- 
page report on “Grade Labeling 
and the Consumer.” 

“The public is not being told the 
facts by the grade labeling advo- 
cates,’ NPA added. “The cam- 
paign for grade labeling itself is 
harmful to the public.” 

Furthermore, “mandatory grade 
labeling would tend to disorganize 
any industry to which it is applied. 
Its extension to a number of im- 
portant fields would radically af- 
fect our economic system.” 


Compiled by NPA 


The study was compiled by 
NPA, representing 310 magazines, 
farm papers and business papers 
and was released by George C. 
Lucas, executive vice-president of 
NPA, and by Frank Braucher, 
president of Periodical Publishers 
Association. The 11 chapters 
cover: 

“How the present system serves 
the consumer”; “What is wrong 
with the present system?”; “What 
are A-B-C grading and labeling?”’; 
“How A-B-C grading is done”; 
“Does A-B-C grading measure 
quality?”; “Can trade grades be 


carried to consumers?”; “Can all 
consumer goods be A-B-C la- 
beled?”; “Is A-B-C labeling a 


simple informative guide to qual- 
ity?”; “Would mandatory A-B-C 
labeling help consumers?”; “Man- 
datory A-B-C labeling and the 
economic system”; “Mandatory 
A-B-C labeling — Yes or no? —A 
summary.” 

“The most objective and thor- 
ough study and the evidence of its 


Musselman Tests 
New ‘Applpie’ 


Biglerville, Pa., March 8.—The 
. H. Musselman Company is 
using newspapers in Philadelphia 
and Hartford, Conn., in a test 
campaign for Musselman’s Ready- 


HERE IT'S 


The WEW QUICKER / 


mabe delecioid 


~ssomet APPLPIE 


to-Use Applpie. In 480-line in- 
sertions, the company informs 
readers that “Here It Is! The new 
quicker, easier way to make de- 
licious apple pie!” 
| Tied to an illustration of the 
product is the tag, “Economical! 
This large 30-o0z. jar makes a big 
nine-inch pie . . just pour into 
crust.” 

Duane Jones Company, New 


York, is placing the advertising. 
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own proponents, prove that A-B-C 
grading is not a scientifically sound 
method for determining quality,” 
the report concludes. “It does not 
take into account essential factors 
of quality; it does not give true 
weight to consumer preferences; 
many of its measurement tech- 
niques are not objective; it at- 
tempts to combine scores on a 
variety of characteristics into one 
rating. .. 


‘Unreliable and Misleading’ 


“Because of its scientific un- 
soundness, A-B-C grading cannot 
form the basis for understandable 
and usable consumer information. 
In many instances, grading char- 
acteristics, if reported, are at vari- 
ance with the grades and are un- 
reliable and misleading; and no 
grade letter can inform the con- 
sumer as to specific quality char- 
acteristics. 

“The campaign to sell A-B-C 
grade labeling to the public is 
based on misrepresentation of its 
nature and of its apparent sim- 
plicity and exaggeration of the 
need for it. The principles of 
A-B-C grading and labeling can- 
not soundly be applied to canned 
fruits and vegetables, the field for 


the main selling campaign, nor to 
any but an infinitesimal portion of 
consumer goods.” 

Copies of the book are now in 
the mail to all members of the Na- 
tional Publishers Association, to 
Magazine Advertising Bureau 
members and their 800 magazine 
space salesmen, and to members 
of Congress and other important 
Washington officials. It will also 
be distributed to editors of maga- 
zines in the food and grocery 
fields, to grocery manufacturers, 
canners and advertising agencies. 

In its letter to members ac- 
companying the book, NPA said: 

“We believe that no consumer, 
business man or legislator can 
properly express an opinion on the 
subject, for or against, without 
giving honest consideration to all 
the questions raised and answered 
in this book. It was not our aim 
to produce an_ over - simplified 
propaganda primer. The book 
needs reading and thinking, be- 
cause the subject demands it. But 
the treatment reflects the interest 
which we must have in the ques- 
tion, and a running summary 
makes the analysis easy to fol- 
low... 

“The proponents of grade label- 


ing are marshaling a strong coali- 
tion of forces to fight for manda- 
tory grade labeling of canned 
fruits and vegetables. They are 
starting from the voluntary system 
of government inspection and 
grading already in effect. They 
will not stop in the food field. This 
year will be the biggest in the his- 
tory of the controversy. 

“We hope you will find ‘Grade 
Labeling and the Consumer’ of 
value in studying, thinking about 
and acting on this issue which 
means so much to all of us.” 


Introduces ‘Sutho Suds’ 


in Chicago Market 

With a 720-line introductory ad 
in the Chicago Daily News, Sutho 
Suds, “new amazing sudsy wash- 
ing powder,” was introduced to 
Chicago housewives last week. In- 
vasion of the market calls for a 
series of weekly follow-up ads, 
featuring a money-back guarantee. 

The product, in 25 and 65-cent 
sizes, has been introduced in about 
15 Midwestern markets during the 
past five years by Sutho Suds 
Company, Indianapolis. M. R. 
Kopmeyer Company Advertising 
Agency, Louisville, is in charge. 


96% 

Home 
Delivered 
Circulation 
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Just sittin’ at home with “THE NEWS”! 


Here is a typical Hoosier who finds the '"Great 


Hoosier Daily" as 


necessary to his regular 


evening's enjoyment as are his slippers, pipe, 
armchair and glowing log fire. This Indiana 
gentleman, and his family, are solid, intelligent, 
home-loving folks with the tremendous pur- 
chasing income of well over One and One 


Quarter Billion Dollars annually. The NEWS. 


during its 74 years has assumed a place in 


Hoosier homes unsurpassed by any newspaper 


in the nation. 


Hoosiers READ The NEWS 


thoroughly. They study and absorb its content 
of news, editorials and sales messages. That's 
why your advertising presented to the 33 rich 
counties dominated by NEWS home delivered 


circulation PAYS! 


The INDIANAPOLIS NEWS 


The Great Hoosier Daily, Alone, Does the Job 


FIRST in daily circulation . . 


linage . . 


. FIRST in advertising 
. FIRST in the Hearts of Hoosierdom 


) 


DAN A. CARROLL, 110 E. 42nd St., New York 17 
J. E. LUTZ, Tribune Tower, Chicago 11 
JOS. F. BREEZE, Advertising Director 


CongressmanWould 
Make It Hot for 
White Glove Coal 


Washington, March 8.—Gimbel’s 
promotion of packaged coal, re- 
ported from Philadelphia last week 
(AA March 5), continued to make 
hot news today, after Rep. Charles 
Wolverton, a member of the Boren 
newsprint committee, asked WPB 
Why critically scarce packaging 
materials were available for new 
“luxury” items. 

Commenting on Gimbel’s copy, 
introducing White Glove packaged 
fuel, the New Jersey Congressman 
told Benton Cancell, deputy chief 
of the WPB forest products bureau, 
that it seemed to him that this 
was no time for us to be worry- 
ing about the “housewife’s white 
kid gloves in taking care of her 
furnace.” 

Mr. Wolverton had arrived at 
the Boren committee meeting just 
after Mr. Cancell described a crit- 
ical shortage in containers, which 
he said “are fast becoming the 
bottleneck of civilian programs.” 


Use of Pulp Questioned 


Asked whether WPB was main- 
taining control over use of con- 
tainers, the Congressman was 
assured that they have been sub- 
ject to the most stringent regula- 
tions. 

“Then how is the company put- 
ting a new luxury product on the 
market? Where are they getting 
the containers?” Mr. Wolverton 
asked. 

Referring to the Gimbel ad, 
which had described the packaged 
fuel as clean and easy to handle, 
Mr. Wolverton said he thought it 
might be a fine product but there 
was more to worry about now than 
convenience in handling fuel in the 
home. 

“This product has been exten- 
sively advertised. I have seen the 
ads, and it is indeed an attractive 
prospect,” the New Jersey Con- 
gressman commented, “but what I 
want to know is how they are get- 
ting the containers?” He was 
particularly annoyed because the 
containers burn with the fuel and 
cannot be salvaged. 

In full-page newspaper ads, 
Gimbel’s has been promising April 
delivery of the new packaged fuel 
at $13 a ton, with 267 bricks per 
ton. Produced in Philadelphia by 
Blaw-Knox, a metal fabricator, the 
product is said to have attracted 
some 750 local grocers, service sta- 
tion operators and other retailers 
interested in handling it. 

Pressed by Mr. Wolverton, Mr. 
Cancell conceded that “If it is a 
new enterprise and it requires use 
of a shipping container which con- 
tains pulp, they are just in viola- 
tion of the regulations.” Neither 
he nor any other WPB official 
would comment further. 


R. M. W. Shaw Joins 


Visual Training Corp. 


R. M. W. Shaw, advertising 
manager of Graham-Paige Motors 
Corporation, has resigned to join 
Visual Training Corporation, De- 
troit, as an account executive. Mr. 
Shaw was formerly head of the 
Detroit region of the Office of Ci- 
vilian Requirements. 

Previous to joining OCR, Mr. 
Shaw served as advertising man- 
ager, director of advertising and 
assistant general sales manager of 
Oldsmobile division of General 
Motors Corporation, and at one 
time directed sales for Willys- 
Overland. 


Red Star Appoints; 
Clements Directs Account 


Red Star Yeast & Products Com- 
pany, Milwaukee, has appointed 
the Chicago office of Campbell- 
Mithun, Inc., to handle all adver- 
tising, effective April 1. 

Earl Clements, who recently re- 
signed as Chicago manager of 
Campbell-Ewald Company to be- 
;come a vice-president of Camp- 
| bell-Mithun, will direct the Red 
|Star account. Advertising plans 
|have not yet been announced, 


Advertising Age, March 1° i, 


So Sorry... 
No Reprints 


“Your announcemen jp 
ADVERTISING AGE, Mar.) 5 
issue, that reprints of the 
six pages of PIB leading aq. 
vertisers in all three rm edig 
would be available on re. 
quest was a great sul vrise | 
to me as this is agains: the } 
policy of PIB,” Anne R ka. 
gerly, president of Pubiish- 
ers’ Information Burea.. as- 
serts. “Therefore, we fee] 
that we must ask you to 
withdraw this offer.” 

ADVERTISING AGE has pur. | 
chased the special tabulation 
from PIB for many years, 
has always heretofore had 
extra copies of the issue 
available. This year, no 
extra copies are available, 
so reprints seemed like a 
sensible solution. How- 
ever... 

We bow to Miss Edgerly, 
and the scores of readers 
who requested reprints will 
have to struggle along as 
best they can with the tabu- 
lation which appeared 
March 5. 


Brochure Outlines ‘Win 
the Peace’ Campaign 


The campaign to win the peace 
by keeping America’s greatly ex- 
panded industry at capacity pro- 
duction through more consumer 
sales than ever before is set forth 
in a brochure, “‘The Power to Win 
the Peace,” outlining the public 
relations program undertaken by 
Macfadden Publications, Inc., New 
York. 

The program was built around 
the slogan, “War bonds today are 
job bonds tomorrow,” and all ads 
in the campaign were designed 
primarily to appeal to wage 
earner families. They appeared in 
all eight Macfadden magazines 
and the campaign was merchan- 
dised among many other groups 
as well. In addition, mats were 
supplied monthly to over 4,000 
newspapers, for local sponsorship, 
and house organs also tied in with 
the campaign. 


Iodent and Clark 
Pick Jones Agency 


Iodent Chemical Company, De- 
troit, has moved its account from 
Walter L. Rubens & Co., Chicago, 
to Duane Jones Company, New 
York, effective immediately. Plans 
are in preparation to use news- 
papers, magazines, radio and Car 
cards for Iodent No. 1 and No. 2 
toothpaste, Iodent toothpowder 
and dentifrices, and Liquid Center 
cough drops. 

Duane Jones is also preparing 
magazine copy for Clark Brothers 
Chewing Gum Company, Pitts- 
burgh, although the bulk of 
Clark’s account continues to be 
handled by Walker & Downing, 
Pittsburgh. 
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WANTED— 


Samples of Your 
WAR-THEME 
PRINTING 


Please send us — at once — specir \"s of 
all'printed matter that you have p duced 
which promotes any of the offic: wor 
+h e Pp ig conducted by the wil 
The War Advertising Council the 
Graphic Arts Victory Committee. 
Kindly attach the name and adc «ss of 
the advertiser, the printer, and in- 


dividual chiefly responsible for th <'e* 
tion and execution of each piece 

The purpose is to promote the | ‘icio! 
war-themes and to gain national gn 
tion for those showing highest ” 
this essential work. 


Send all entries to: 


The “WAR-THEME AWARD 


345 Madison Avenue, New York 17 Y 


Sponsored by The Martin Cantine 
Saugerties, N. Y. 
Specialists in Coated Papers since 
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UNCH TABLE 


TOPICS 


selected from March 15th, 1945 


Modern Industry 


while the power to run | 
them is being turned down. 
» » Tired of getting holes 
in your pants pocket be- 
cause of a bunch of heavy 
keys? » » Cheer up then, 
the new high-strength al- 
loys may soon be available. 
» » Aluminum will be far 
more abundant postwar 
than it is now. » » And it 


no longer can be considered 


for many moving parts and | aluminum’s likely place in our 
machines can be speeded up | postwar experience, see MI Mate- 
| rials Editor Anne Gardner’s ac- 
count on page 42, “Aluminum — 
Now a New Metal.” 


Page 79 That’s the page to turn 
to for “Production Angles”— a new 
short department starting this 


e managements just are not 


hy Rich Farmers look much 
way they always have, but 
they jingle when they walk. » » 
eve billions in wartime cash 
ye a beautiful tinkling sound. 
But, the ears of too many busi- 


an expensive raw material. » » Ingot 
aluminum has dropped from 21¢ to 
15¢ a pound since the war began. » » 
Postwar it may go even lower. » » 
Scrap or secondary aluminum is even 
now available at 4¢ to 1214¢ a pound. 
» » For a keen, factual foretaste of 


xed in the direction of ruralia, 
Hee many firms are not hep to 
plly golden opportunity. » » MIs 
stribution Editor Ruth Fyne 
otlights the “Bonanza on the 
1m” on page 38. » » Read briefly 
the top-notch sales efforts that 
»p the farmers’ cash harvest for 
ch firms as Johns-Manville, E. 
Squibb (not tooth paste but 
imal medicines), Texas Co., (not 
soline but rustproof compounds 
. farm machinery). » » Now— 
ten to a true story: On a farm 
ar Spencer, Iowa, not long ago, 


" /\ 


0 farmers gathered to bid at the 
ction of a comparatively new 
hbber-tired tractor. » » Each man 
b overalls wrote a check for $900, 
ropped it in a hat, and waited 
verishly for the winning check to 
edrawn. » » Those 800 farmers in 
e small community had three 
burths of a million dollars in the 
lank. 


verboard Better make a fresh 
praisal of aluminum for it vir- 
ally is a new metal, a post- 
raduate of war production tech- 
ology. » » Old prejudices held 
gainst this light metal are being 
ossed overboard. » » Management 
en who persist in ignoring alu- 
inum are overlooking manifold 
pportunities. » » Aluminum trav- 
ling cranes are just as strong as 
teel, but it takes less power to 
move them. » » Specify aluminum 


month to expose as quickly and as 
briefly as possible new methods, 
new machines, new materials, new 
ideas that are being successfully 
used in creating amazing produc- 
tion records and may now be 


talked about as hush-hush relaxes. 
» » The new department hopes to 
toss a new lease-on-life-line to 
harassed management men whose 
reconversion problems are piling 
up, and to cost-eyed gents who 
wish to pare down as far as possi- 
ble to be ready for postwar’s in- 
tensive competition. » » Every 
traveling MI editor who does his 
own field-research in person will 
be pitching for this new depart- 
ment. » » And it’s a cinch that 
every management reader (among 
our more than 50,000 in the na- 
tion’s most important 31,500 
plants) who has a production re- 
sponsibility, will peel his eyes for 
this new-type reporting of produc- 
tion briefs designed to be put to 
work at once. 


READER C0 2cLeo 


The excellent story on “Apartment 
Houses for Industry’’ which appears 
in your January 15th issue is, in fact, 
related to some of the planning 
problems which face us in the post- 
war conversions of local government- 
owned facilities . . . 


We were very much interested in 
the plastics tooling chart on page 
42 of your December 15th issue... 
where can we procure a small 
amount of... 


Please if possible furnish me with 
four copies of the article ‘Lay Out 
Your Plant for Lower Costs,’’ which 
appears in the November 15th issue 
of Modern Industry. 


One of our engineers is very anxious 
to get a reprint of an article that 
appeared in Modern Industry May 
15th, 1944 entitled ‘'Getting and 
Keeping Technical Talent Today”... 


IIUORTS... to. You 


Packing a tremendous amount 
of power into limited space, a 
new department makes its 
maiden voyage this issue. The 
need of all industry for the new 
facts individual plants have 
discovered during wartime 
becomes all the greater'as the 
Problems of reconversion mul- 
tiply, and management presses 
for new ways to cut costs in 
order to be ready for intensive 
Pos’ war competition from pre- 
war rivals and vigorous new- 
Concrs, And this compact, 
Newsy new department, “Pro- 
duc on Angles” will point out 
ignificant new ideas, new 
ds, mew machines, and 
materials being success- 
used in industrial plants. 
artime hush-hush relaxes, 
icreasing volume of facts 
»e made available to man- 
ent in all the manufactur- 
idustries. The notebook of 
traveling MI editor who 
his own field-research in 
n, will contribute nuggets 
re value that can be smelted 
precious ingots of imme- 
ly usable information in a 
er of moments. See page 79! 


Modern Industry 


Let's Make No LITTLE Plans... 


| gona PIONEERS will not take their 
riches from the bowels of the earth. 
They'll rake them from the market-places 
of this nation—this hemisphere — this 
world. 


Postwar days will recreate rich’ prizes to 
be seized by the bold and venturesome. 


The tempo of success, of growth, of indus- 
try, of living . . . has speeded up. Time 
factors have shrunk—in many instances, 
from years and months to matters of hours 
and minutes. The war-years have shown 
that “to aecomplish the impossible takes 
only a little longer.” 


We are in an Era of Concentration! 


More production has been concentrated in 
every man hour. More explosive destruc- 
tion has been concentrated in every war- 
head. More mental concentration has been 
put into doing things bigger and faster by 
more people everywhere. 

So—don’t sell this idea short. More con- 
centration will be invested in sales-power 
than ever before—has to be in order to 


achieve the gross national product which 
alone can provide gainful employment for 
upwards of fifty million people. 


Let’s make no /ittle plans .. . for a great 
future is ahead. 


Common Understanding Opens All Doors 


Our traveling editors who do their own 
field research in person have walked the 
aisles of thousands of war-engaged plants 
and have received the cooperation and 
the confidence of American industry in 
their eye-witness reporting. 


The notebooks of these traveling editors 
have been bulging with off-the-record 
slants and ideas, heretofore unpublishable 
(in the interest of National Security). 
Naturally, this hush-hush holds tremen- 
dous potential value to our more than 
50,000 responsible management men 
readers in the nation’s 31,500 most impor- 
tant plants which produce approximately 
89% of the total manufactured goods. 


Now that the lid of censorship is lifting 
somewhat, it becomes possible to release 


certain of these hoarded slants and ideas 
as still another unique Modern Industry 
service to our industrial management audi- 
ence that wants to make and market better 
goods at lower prices postwar. Turn to 
page 79 of the March 15th issue. The short 
department is named simply . . . “Produc- 
tion Angles.” 


Let’s see what the March 15th issue has 
for the sales-minded. 


[] Why War Workers Strike................ 47 
MI Editors talked to hundreds of big 
and little shots in Detroit—labor, em- 
ployers, impartial observers. Here’s 
what to do to head off a strike. 

} Corporate Taxes Are Complicated Puz- 
zles—What’s the Remedy................ 159 
Industry airs its gripes. Bureau of In- 
ternal Revenue replies, MI’s editors 
point out what can be done. 


Modern Industry 
The Staff-written Magasine of Interpretive Journalian 
347 Madison Avenue, New York 17, N.Y. 


CHICAGO 6: 20 North Wacker Drive * CLEVELAND 14, 627 Union Commerce Building * PHILADELPHIA 2: 220 South 16th Street 


SAN FRANCISCO 4: 68 Post Street + 


ATLANTA 3: 1722 Rhodes-Haverty Building 


LOS ANGELES 14: 403 West 8th Street 
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BMB Hits Snag 
at NY Meeting; 
Twelve Sign Up 


New York, March 9.—Opposition 
to the Broadcast Measurement Bu- 
reau by many of the 23 stations 
in the Greater New York and New 
Jersey areas greeted Hugh Feltis, 
president of BMB, following his 
presentation of the plan during 
the first day’s session of the 2d 
District NAB meeting here this 
week. 

Spokesmen for such stations as 
WNEW, WHOM, WAAT and 
WPAT voiced the opinion that this 
particular market faces a station 
coverage problem different from 
that in other parts of the United 
States. The large number of sta- 
tions in the area, the competition 
with New York outlets of the four 
networks, the percentage of for- 
eign language listeners, and the 
lack of even representation of 
different economic groups answer- 
ing the mail ballots were brought 
up by those objecting to the BMB. 

Mr. Feltis anncunced that 325 
stations had signed as BMB sub- 


scribers during the past ten NAB 
district meetings, with Boston, 
where the last session was held, 
chalking up a record 91% accept- 
ance of the plan. Of the 36 sta- 
tions present at the District 2 
meeting yesterday, 12 handed in 
definite commitments to the plan, 
Mr. Feltis said. 

The 12 signing are WIBX, Utica; 
WFPG, Atlantic City; WBNY, 
Buffalo; WKNY, Kingston; WGNY, 
Newburgh; WENY, Elmira; Buf- 
falo Broadcasters Association; 
WALL, Middletown; WKIP, 
Poughkeepsie; WHEC, Rochester; 
and two network outlets, WABC 
and WJZ, New York. 

A special session on BMB was 
held today by the Four A’s with 
approximately 200 agency execu- 
tives attending to hear Mr. Feltis’ 
presentation. Frederic R. Gamble, 
president of the Four A’s, spoke 
on the agency viewpoint of BMB; 
Paul West, president of the ANA, 
spoke for advertisers, and the 
NAB-broadcasters’ angle was cov- 
ered by J. Harold Ryan, president 
of the NAB. Linnea Nelson, J. 
Walter Thompson Company, and 
Leonard T. Bush, Compton Adver- 
tising, both members of the BMB 
board, also spoke. 


Becker Becomes Partner 
in Wagenseil Agency 

R. H. L. Becker, recently re- 
signed as director of advertising 
of the National 
Cash Register 
Company, Day- 
ton, has joined 
Hugo Wagen- 
seil & Asso- 
ciates, Dayton 
agency, as a 
partner. 

Mr. Becker 
was previously 
an account ex- 
ecutive with 
Geyer, Cornell 
& Newell and 
advertising supervisor for Frig- 
idaire division of General Motors, 
Dayton. 


WKRC Names King, Hale 


Nelson King, sales promotion 
manager of WKRC, Cincinnati, has 
been named production manager. 
Succeeding Mr. King is Edward E. 
Hale, former director of field op- 
erations and merchandising of 
WLW, Cincinnati, and of the Blue 
Network in Chicago. 


R. H. L. Becker 


Shaw Appoints Keenan 


W. Hubbard Keenan, who has 
been in business for himself as a 
general advertising representative 
for the past year, and was pre- 


.|viously manager of sales of the 


Crowell-Collier Publishing Com- 
pany at San Francisco for 18 
years, has joined Shaw Publica- 
tions, publisher of My Baby, as 
Pacific Coast manager. Mr. Keen- 
an’s offices will be at 235 Mont- 


‘|}gomery St., San Francisco 4. 


Griesedieck Promotes 


The Griesedieck Bros. Brewery 
Company of St. Louis has an- 
nounced the appointment of Har- 
old W. Neusitz as advertising 
manager. Mr. Neusitz has been 
sales manager of the bottled beer 
division of the company for the 
past three years. He formerly 
served as vice-president and sales 
manager of the G. C. Kirn Sign 
Company. 


R&R, Cincinnati, Moves 


The Cincinnati office of Ruth- 
rauff & Ryan has been moved to 
larger quarters in the Carew 
Tower. 


Engineering and Construction Work in Brazil 


The Research Division of the Office of Inter- 
American Affairs has completed recently a study of 
potential industrial developments in Brazil, which 
indicates that a large volume of engineering and con- 
struction work will, in all probability, be undertaken 
in the early postwar years. 


The Coordinator of Economic Mobilization §re- 
cently stated that plans for the industrial develop- 
ment of Brazil would require at least $2,500,000,000 
and possibly $4,000,000,000 within the next decade. 


Proposed plans include a more complete utiliza- 
tion of the hydroelectric potential of 20-million horse- 
power (at present only 7 percent has been devel- 
oped): completion of a coastal system of railroads 
from the Uruguayan border to Belem and a second- 
ary system to connect coastal with interior railroads; 
a highway network program; further expansion of 
the iron and steel industry; mechanization of agricul- 
ture, using modern techniques and equipment; an 
extensive public works program, and development of 
mining and metallurgy. Expansion in the production 
facilities for textiles, cement, chemicals, glass, paper, 
electric equipment, food processing, aircraft, rubber 
and a variety of consumer goods is also contemplated. 


Although many of these projects are in the blue- 
print stage, others have already been initiated, orders 
placed and construction started. 


With steel as a foundation, Brazil is developing a 
program of industrialization designed to revolutionize 
its economy. The steel mill project at Volta Redonda, 
costing $75,000,000 is nearing completion, and will 
utilize high grade ores from Bello Horizonte. It is 
estimated that this plant will be capable of producing 
750,000 tons of steel annually. Brazil has 25 percent 


of the known iron ore reserve of the world. 


Possible development of new plant facilities in 
Brazil will require machinery and equipment with an 
estimated value of $1,307,000,000, and that the re- 
placement of depreciated and obsolete equipment will 
likely require an additional $719,000,000. 


Estimated value of new and used equipment and 
materials that will be required for the first 10-year 
postwar period is given in the accompanying table. 


Type 


Power and Communication........ 


Transportation 


Building construction ............ 
Manufacturing ............0se0+.. 
Eee ee: eee 


Cost 
In Millions of Dollars 
Used New Total 


sae kerk SO a 69.2 A474 543.2 


gee harks bent wh 155.7 385 540.7 


-) ee 692 120 189.2 
Me b acars .-. 1212 20 361.2 
h ARON V9 69.2 150 219.2 


MIGIOE DER POCLOIEUM., 6 6 oi 60s os sian een eedes 13.9 18 31.9 
Lumbering, woodworking and paper............ 5.2 11 16.2 
pi I ee rn er ee er ee eee er 3.5 8 11.6 


Scientific apparatus .............. 
COMMUEIEE BOOTS oa's sé ccies ceses gars 


err er 41.6 24 65.6 
Tere Tere 17.3 30 47.3 


From Engineering News-Record, February 22, 1945 


Selling Latin American Construction and Industry you need INGENIERIA INTERNACIONAL 
CONSTRUCCION and INGENIERIA INTERNACIONAL INDUSTRIA! 


[Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Co. (Inc.)] 


330 WEST 42nd STREET, NE 


W YORK 18, N. Y. 


Business PuprisHers INTERNATIONAL CorPORATION 


Advertising Age, Marc j2 | 


N.E. Newspapers} 
Launch Research 
on ‘Network’ Plan 


Boston, March 8.—Six ma 
New England newspapers hg 
engaged Marion Harper Aggof 
ates, New York, to conduct a g 
vey evaluating the Ney Engla 
market, “which can be used a 
basis for future promotional ef 
by the publishers either indiyig 
ally or collectively.” 

Participating are the Bog 
Herald-Traveler, New Hapg 
Register, Portland Press Her 
Providence Journal - Bullet 
Springfield Union Republig 
News, and Worcester Telegn 
Gazette. 

The study, announced by Dani 
B. Ruggles Jr., national advert 
ing manager of the Herald-Trg 
eler, is expected to provide infg 
mation “upon which a decisif 
can be based to determine { 
feasibility of organizing a gr 
selling operation of major N 
England newspapers. In its j 
tent the New England program 
similar to the investigation whi 
the Harper organization is ¢ 
rently conducting for a group 
metropolitan newspapers natiof 
ally.” 


NATIONAL ‘NETWORK’ 
STUDY ADVANCING 


New York, March 8.—Mari 
Harper of Marion Harper Assoc 
ates told ADVERTISING AGE tod 
that a national study financed | 
16 newspapers (AA, Nov. 6, 194 
is now about half done and th 
announcement of findings may 
made in about two months. 

The 16 papers which have co 
tributed a total of $40,000 for th 
study are the Atlanta Journ 
Baltimore Sun, Boston Globe, Ch 
cago Tribune, Cleveland Pla 
Dealer, Columbus Dispatch, Dé 
Moines Register & Tribune, In 
dianapolis News, Louisville Cow 
ier-Journal, Milwaukee Journ 
Minneapolis Star Journal & Trib 
une, New York News, Omah 
World-Herald, Philadelphia In 
quirer, St. Louis Post-Dispatch an 
Washington Star. 

H. B. Sherwood of the Ne 
York News, chairman of the grou 
said that several other newspapel! 
wanted to contribute to the r 
search fund, but that their he 
was not found necessary. M 
Sherwood emphasized the 16 pat 
ticipating papers are interested ni 
only in the possibilities of net 
work selling for major newspapel 
but “in the welfare of all news 
papers.” 


Bernstein to Teach 
U. of C. Ad Course 


S. R. Bernstein, editor of Apvik 
TISING AGE, will teach a course! 
advertising theory and practice! 
be offered by the University | 
Chicago College during the sprint 
quarter, March 26 to June 16. In 
tended for persons engaged 1 
marketing, advertising and sal 
promotion work, and particular 
for junior and senior executlv 


who are not advertising exper 
the course will emphasize s0cia 
and economic aspects of marke! 
ing. 


The class will meet Tues 
Friday evenings. Further in 
tion is available from t! 
versity College, 18 S. 
Ave. 


FOR POSTWAR PLAN 


We can clip all, or typ 
mens of advertisements ar 
articles on postwar them 
organizations are. buildin ‘ 
reference files NOW. We hove ™ 
issue files of most busines: POF 

Write for Booklet No. 20, °° ow b 
ness Uses Clippings” that is" 
manufacturers and their ca: ver™ 
agencies use this service. 


BACON’S CLIPPING B 
“papers WT parcrs TA M 


221 N. LASALLE ST., CHICA 
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BEFORE the war re Oe 


DOMESTIC 
TODAY -during the war ENGINEERING 
i se ypReeT MARKET 


TOMORROW during - 


the post war Continuung 
| Market 


ON BOARD __ eet ia 
WAR PD INDUSTRY NUMBER OF 
OR IND TS ia we 
FACTS FO SHIPMENTS BY pon 1 939 a ee The continuity of your huge Domestic _ 
aN 3 Coa ner and Seceeet 5 40.974 a00 . 3.677.521 Engineering Market (including Plumb- , 
¢ ' O.. sees t+ Se 
n whi pabeemra MIPS. ose tate: 20 2 000 er 55000 Enameled hind Fixtures 9,802,875 ing, Heating, Air Conditioning and Re- 4 
is cl Motel T@RMR 166.275.000 Pret. 93,190.000 (regular selection) oS 4,318,627 fri : ‘ ons a 
group valves and vosimgp sp oA er 99,189,000 77,398,000 Seats Gouabr ™ He loan 13. 398 geration) is strikingly demonstrated _ 
natiog Heat Emeeaesee ee, 38,209, : Cast Iron Bouer® (tons) =I by both ime fi ‘ 4 
and Fans -.---*- 900 Iron Boilers. Square y both wartime figures and peacetime _ 
Bowen & Vacuum 9,511,000 8.914.000 7:738.000 Cast sams (sq. it. of heating 791,000 S38 : * 
| gr oo ROE ; 4,021,000 a1 9 828,000 ee ay oe ee 66. statistics. They show that our industry's 
u oe make 4 ¢ ¢ ¢ TIGCO?. . +>" ‘ 3 
; Gas Burnet 1,491, surges diators .Tot. 4 
OF FO sae and a 13300 ore Creer Convection ting autece) ee basic products have been essential to | 
—Mari i re te gg Oe lina 8,912,000 + Heaters (orders. 0 os uae 
Sanitary | selties ..<+*'* ‘ 4,676,000 Unit Hec ders th f th 
 Assog bers’ Specialties 4,236,000 , tee] Boilers, New Or 11,452 e winning of the war... . the same 
iE tod sacs Boilers me ‘x ines 6%" 1,461 990 2,914,000 s Canits) : pocn ees st ia 4 hi 
inced Heating Radiators c 1.453.000 9,852,000 17,417,000 Gas-Fired Boilers. Shipme 850,000 products which have been-necessary to 
6, 194 CONC | a a ke ee in ae eee ts. : ae re 
and thé Warm Air Se tant ae i 4,637,000 Upedly ned Gas-Fired Boilers. — - 7.500 peace have wide wartimie applications. 
may weneeet ee ake. Ret 10,128,000 Leeper Total Unit’ cs Burners (Units) 22.100 These authentic figures further d 
S. Equipment .--- OS Via 9,709, 4,665,000 10,324. Conversion Gas To GIS ; gu rther demon- 
ave co Hot Water Heater®. - * 8,659,000 ‘ Oil Burners .-- 3 Com- : A ‘ : : a 
for th Heating Stovcking Equipment 15,331,000 15,694.000 31,025.000 Stokers. poemeete Pee. 101.157 strate the impressive size of this market _ 
Journ Domestic an 8 yooar mercial ¢U Pos A Tob : : : 
be Ch (except Ble ing: Equip- a seanen 7,986.000° 11.874,000 Brass apg Saige y ee 116,000,000 which existed before the war. . . its 
. mme ‘ a 7008» od.. ; : 
4 . ' are (except Ble pauip- ‘4,364,000 2,496,000 5,860,000 Bk Production, Stee! and 9.148.420 great expansion during the war and its 
ch, Ds ir Di ; : on Ber re . 
a Hot seg ree Gage cee 97,494,000 haga nae oe Iron Pipe. 64,652 huge magnitude for after the war. Esti- 
e Con R inigeration and Air Condi- 92,542,000 39,952,000 ; ak Standard (net toms). -- 1,564. 
Journd *ioning Equipment Sieses. Steel and Wrought sa Pipe, mates of mounting demands for our in- 
= Walk-in. Sela: StoraS® 5 19.990 5,420,000 5,939,000 Galvanized Standar + $83,768 dahry’s preduttion Utlec VaDAY bcaaess 
Oma Food an bee y , int Pee? Fittings : ese 
itch } | a ipmer Retrigerators and |.681,000 io pod a7 000 pa ees. re fen Tae big totals for postwar 
echa aces £504, 067. bbls od. ee tic : 
J Parts (deroeaion Equipment 16000 7 2.628.000 Gos We oe "833,071 With a return to peacetime production . 
ee Watedry Equipment 1.909,000 119.000 845000 : ual Kerosene Water Heat: =, ang k 
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The essential services rendered by DOMESTIC ENGINEERING 
PUBLICATIONS to both readers and manufacturers alike have 
been widely recognized. As just one example, DOMESTIC 
ENGINEERING has won four nationwide contests for editorial 

excellence. Three of these have been First Awards in competition 
y am with the nation’s top business publications. DOMESTIC ENGINEER- 
ING PUBLICATIONS are a source of vital industry facts, news and 
technical data necessary to the successful operation of our readers’ 
businesses... they are the answer to the manufacturer's sales and 
distributing needs involved in reaching the market for Plumbing, 


Heating, Air Conditioning and Refrigeration products. They serve 


today to maintain for aggressive manufacturers a steady contact 
with the greater market of tomorrow. 


DOMESTIC ENGINEERING PUBLICATIONS 


ESTABLISHED 1889 


1900 PRAIRIE AVENUE . CHICAGO 16, ILLINOIS 
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1,121 Magazines 
to Boost War Loan 


on June Covers 


New York, March 8.—A total of 
1,121 magazines, including busi- 
ness papers and house organs, 
with a combined circulation of 
146,582,006 have already agreed to 
devote front covers of June issues 
to the 7th War Loan drive. Final 
figure on last year’s cooperation 
by magazines and house organs 
was 2,026 publications with a to- 
tal circulation of 170,899,071 (AA, 
Jan, 22). 

In addition, Sears, Roebuck & 
Co., and Montgomery Ward & Co. 
will participate in the program 
with summer flyers having an esti- 
mated joint circulation of 25,000,- 
000. Copy for this year’s message, 


prepared by the Treasury Depart-| 


ment on the basis of an original 
idea worked up by W. H. Mullin, 
manager of the Magazine Adver- 
tising Bureau, and John E. Smith, 
advertising director of McCall’s, is 
in the form of a joint statement 
signed by the five-star generals 
and admirals calling for war bond 
purchases (AA, Feb. 12). 


Royal Elects Ryan 

Major Allan A. Ryan, who is 
serving in Europe with the AMG 
at Sixth Army Group Headquar- 
ters, has been elected chairman of 
the board of Royal Typewriter 
Company, of which his father, the 
late Allan A. Ryan, was once 
president, and which his grand- 
father, Thomas Fortune Ryan, 
founded in 1904. Major Ryan will 
assume the chairmanship duties 
when his military duties permit. 


‘American’ Appoints 
Baxter Promotion Mar. 

Jack H. Baxter, for the past 
four years Boston copy chief of 
Batten, Barton, Durstine & Osborn, 
has been named promotion man- 
ager of American Magazine. 

Previously Mr. Baxter was as- 
sistant production manager of 
NBC’s artists’ service, and before 
that advertising manager of Max 
Factor’ & Co., New York. 


Davidson Appointed 


Jack Davidson, recently man- 
ager of CKWS, Kingston, Ont., has 
been appointed supervisor of sta- 
tions operated by Northern Broad- 
casting and Publishing Ltd., and 
affiliated companies. Roy Hoff, 
Montreal manager of National 
Broadcast Sales, will succeed Mr. 
Davidson at CKWS. — 


Dairy Association 
Ups ‘45 Program; 
Hits Gov't Action 


Chicago, March 8.—A program 
for expanding its nationwide ad- 
vertising, merchandising and re- 
search to protect and expand dairy 
food markets after the war was 
adopted here yesterday at a “‘cabi- 
net session” of key leaders of the 
American Dairy Association. 

Funds available for the ADA 
work during the next year were 
not disclosed, but the group ex- 
pects substantially increased sums 
to be raised by the assessments 
on fluid milk. The industry war 


count the mutts 


Take the number of dogs in Philadel- 
phia, multiply by 100, and you get 
the approximate number of people in 


ditto locality. 


Perhaps this is a roundabout ap- 
proach to the size of a market, but 
any approach adds up to the same 
conclusion: Philadelphia is the third 
city of the U.S. It offers a vast market 
for a great variety of products. 


Pursuing this theme still further, the 


goods. 


Evening Bulletin. 


market is distinctive for its preponder- 
ance of individual homes and high 
proportion of home ownership. Which 
means that it is an advantageous spot 
for the merchandising of a wide selec- 
tion of processed and manufactured 
And along the same line, 
nearly 4 out of 5 of these homes can 
be reached with one newspaper. 


That newspaper is The Philadelphia 
It has a circulation 


exceeding 600,000, the largest eve- 
ning circulation in America. 
home in this City of Homes. Its high 
score in readership is readily explained 
in an editorial policy tailored to the 
newspaper needs of Philadelphia. 


In Philadelphia— 
nearly everybody 
reads The Bulletin 


It goes 


Advertising Age, Marc) jp | 


chest is raised by a levy y 
costs the farmer abou: a qin 
cow a year. 

A. H, Lauterbach, Chi: ago », 
ager of the Pure Milk SSOciat 
and ADA membership chairm 
said the program is spreaqi 
into a dozen additional! «tate, , 
year. Colorado, Idaho, klaho, 
Oregon, Wyoming and | 'tah J 
formally accepted as new mel 
bers yesterday, bringing the pn 
ent ADA enrollment to 29 sta 

Four words—“You can’t hy 
butter”—summarize the goye 
ment’s current butter poi 
Owen M. Richards, ADA manag 
charged. Milk production jg 
record high, but the governmg 
program of rationing has broy 
about a loss in butter, he » 
adding that there has been yj 
misinterpretation of WFA prog 
tion payment schedules to mg 
that more butter will reach 
civilian market. 


Rations at Low Ebb 


Twenty per cent of gens. 
duced in February was set q 
for the military and lend- le 
he said, and 25% is being set asi 
this month whereas last year { 
set-aside did not start until Ap 
when it was only , 10%. W 
civilian butter rations at { 
lowest on record, Mr. Richa 
said the entire dairy industry 
now so concerned about the » 
tion of butter that all brand 
are unified as never before on 
program of action. 

The association, through Ca 
bell-Mithun, Inc., Chicago, pro 
bly will expand the list of 
stations now carrying the N 
show, “Voice of the Dai 
Farmer,” Sunday 12-12:15 p 
CWT, featuring Everett Mitch 
and Clifton Utley. The ADAa 
will continue to use magazi 
space, newspaper ads on a ¢s 
news basis, outdoor advertisi 
and some direct mail, includin 
booklet, “Dairying and Posty 
Jobs.” Bolstering the advertis 
is an extensive research progr 
in leading laboratories through 
the nation. Dr. Robert Pri 
Seattle, ADA vice-president : 
research chairman, said the as 
ciation has already invested $11 
000 in this work to date. 


Australians Complain, Too 


D. T. Carlson, Willmar, M 
elected president for the sixth s 
cessive year, read a report fn 
C. G. Howey, president of 
Victorian Dairymen’s Associati 
Melbourne, Australia, complain 
that Australian business has s 
fered “far too much control 3 
direction by bureaucrats who ha 
no practical knowledge of our 
dustry, much to its detriment, 3 
too many forms to fill in, inst 
of letting us get on with the } 

As liberation of the islands 
the Pacific proceeds, he added, 
does the possibility increase of 
importation of coconut oils for 
manufacture of oleomargall 
The cotton bloc has long fou 
use of cheaper imported oils 
oleo, ADA members point | 
because cotton wants to hold i 
market for itself. 
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Stephenson to Mathes 


Clay W. Stephenson Jr., ! 
merly in charge of advert ':'ng 4 
sales promotion of Corning © 
Works, Corning, N. Y., ! joll 
J. M. Mathes, Inc., New York, 
account executive. He \as 2 
viously advertising and 
dising director of Dunc 
Company, and at one 
president of Steele A 
Agency, both of Houston 


FACT NO. 16 — 


Net paid circulation of 
BAKERS’ HELPER for the © 
last half of 1944 is 722 
higher than any other 
publication serving the 
baking industry. Write 
for further facts of 
reader-superiority. o°> 
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If Your Advertising Gets Across To Him 


His money is the biggest bankroll in the 
world. 


There’s enough of it to finance a war. 
Better still—enough to finance a prosper- 
ous lasting peace. The summed up billions 
of today’s Wage Earner millions are four 
times that of 1918 America. That fact 
alone explains the difference between the 
last war’s depression and tomorrow’s 
opportunity. 

America’s Wage Earner millions can buy 
tomorrow—and will—if they can be sold. 


Advertising alone— your advertising —is 


the only power big enough, cheap enough 
—to turn this vast buying power into 
earning power and jobs. But your adver- 
tising must reach these millions where they 
best respond. 


For that job, you need the kind of 
medium that gets across to Wage Earners. 


There is one such medium that gets across 
to them better than all others. That 
medium took their life stories, their prob- 
lems, their aspirations and made magazines 
of them. Those magazines were the first 
to talk their language—to meet them face 


Reaching One-Half The Wage Earner Magazine Reading Families 


to face—man to man. And your adver- 
tisements in these magazines can share 
this position of ‘‘family friend”’ 


Yes, Macfadden Publications have be- 
come spokesman in the magazine world of 
Wage Earner America...and Macfadden 
homes have become the directing centers 
of opinion in every Wage Earner neighbor- 


hood in the nation. 


When your advertising sells this audience 
the rest of Wage Earner America goes to 
market with them. When that happens— 
postwar prosperity is assured. 


MACFADDEN PUBLICATIONS, INC. 


TRUE STORY » THE MACFADDEN WOMEN’S GROUP + THE MACFADDEN MEN’S GROUP 
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Shortage Causes 
Camel to Drop 
1 Network Show 


Winston-Salem, March 8.—Be- 
cause of the civilian cigaret short- 
age, R. J. Reynolds Tobacco Com- 
pany will discontinue the Jimmy 
Durante-Garry Moore show on 
CBS for Camel cigarets after the 
March 30 broadcast. 

Moore and Durante are under 
contract to the Reynolds agency, 
William Esty & Co., which is re- 
ported to have another client ready 
to take over the spot. The agency 
had no comment to make as to the 
successor. 

Reynolds is continuing “Thanks 
to the Yanks” with Bob Hawk on 
CBS Monday nights and Abbott & 
Costello on NBC Thursday nights, 


both for Camel, and “Grand Ole 
Opry” for Prince Albert Tobacco 
on NBC Saturday nights. 


Taylor Buys Midland 
Schools from KMBC 


Entire stock of Midland Radio & 
Television Schools, formerly owned 
by KMBC, Kansas City, has been 
acquired by G. L. Taylor, presi- 
dent and active head of the schools. 
Under the new ownership the 
school name wu be changed to 
Central Radio & Television Schools, 
the Midland name being retained 
by Midland Broadcasting Com- 
pany, owner and operator of 
KMBC. 

Mr. Taylor has resigned as vice- 
president of KMBC in charge of 
technical development and will be 
succeeded by Robin D. Compton, 
recently television technical direc- 
tor of Radio City, New York. 


‘Five-Year Plan’ 
Under Way for 
Each GF Unit 


New York, March 8.—Increased 
research, new products, a five-year 
plan for each unit of the company, 
and intensive appraisal of all 
products, plans and policies are set 
forth in the 1944 annual report of 
General Foods Corporation being 
mailed to 66,000 stockholders this 
week. 

The company during 1944 pur- 
chased the Wilmington Packing 
Company, Woburn, Mass., which 
produces cattle and poultry feeds; 


and acquired the coffee business 
of Paton Corporation, including 
the Yuban brand. Construction of 
a new poultry plant for Birds Eye- 
Snider was started at Pocomoke 
City, Md., and this plant eventu- 
ally will provide modern facilities 
for finish-feeding of chickens, 
dressing, eviscerating and quick- 
freezing. 

Sale of Post’s Raisin Bran, the 
company explained, was extended 
to all parts of the country except 
the Pacific Coast, and output of 
Gaines dog food contributed to 
production capacity. Because of 
shortage of packaging materials, 
Post-Tens, a variety pack of indi- 
vidual cereals, was discontinued 
by government order, as well as 
all individual cereal packs except 
those for use in hospitals overseas. 

War hit the tapioca trade and 
General Foods has been without a 
supply since the first half of 1944. 
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SPECIFIC JOB 


A lover of yesteryear constructed this special contraption to capture hus bride. 


Whether or not his bizarre device served its purpose is questionable, but it had the 


virtue of being especially designed for a special job. © Functional specialization does serve 


its purpose in the publishing field, to capture markets. Each Haire Publication is de- 


signed to reach a specific audience with known interests in specific phases of retailing and 


in the merchandise and services involved. © In this way, Haire Specialized Publica- 


tions have successfully built up a highly selective readership in each market covered. 


Consequently, your advertisement in any one of the eleven Haire Publications 


covers its market directly, completely, exclusively. This tis the big reason why 


each Haire pubke 


a greater numbe 
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individual advertisers than any competing paper. 
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‘on invariably carries a greater volume of advertising and 
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Several hundred thousand 
of an alternate starch-ba: 
uct are being processed, hoy 
for consumer market te 
consumers like the new 
we should be able to prod 
limited quantities in 1945) 
company adds. 


13% to Governmen: 


About 13% of 1944 net gale 
represented sales to the 
ment for military services or leng. 
lease. This business include( 
products based on regular gop. 
sumer food lines, as well ag 4 
number of special products ang 
services as suggested in this lig: 


Se ee ae ee 


pea soup, : 4-in-| 
mountain ration, hominy grit, 
jellied fruit salad, K-ration, lemo, 
juice powder, minute rice, orang 
juice powder, pre-mix cereal, Re 
Cross packs, rice pudding mix 
soluble coffee, special chocolate 
and ration bars, sugar, 10-in.j 
ration, and vanilla dessért powder. 
GF investment in research last 
year exceeded that of any previo; 
year, the company said. The Cep. 
tral Laboratories staff was jp. 
creased, a 48-hour week wa 
adopted, and an engineering re. 
search laboratory building an 
equipment acquired in Jersey City, 
N. J. Progress was made during 
the year on all these six maip 
fronts, the company added: (1) 
Fundamental research to increase 
general knowledge of the com. 
position and properties “of our raw 
materials and finished products” 
(2), improvement in our present 
products; (3) development of ney 
products; (4) development of im- 
proved packaging and manufar- 
turing processes; (5) development 
of new raw material ingredients: 
(6) utilization of waste materials 
and byproducts. 

Recalling that its publication 

and radio advertising has been in- 
tended to aid the war effort, Gen- 
eral Foods said it has been able to 
render service on many civilian 
fronts while at the same time 
making “our advertising of Gen- 
eral Foods products more timely, 
more interesting and more effec- 
tive.” 
_ Each GF plant is developing 
its own “five-year plan” of re- 
habilitation, modernization and 
expansion, the report said. All 
present lines of products are con- 
stantly being analyzed for quality 
utility, nutritional merits, value, 
packaging, pricing, potential vol- 
ume and profit. 
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Ellis Elects Robinson 
V.P. for Research 


_D. E. Robinson has resigned a: 
director of research for Pedlar & 
Ryan, New York, to become vice- 
president in 
charge of re- 
search of Sher- 
man K. Ellis & 
Co., New York. 
Mr. Robinson 
was previously 
research direc- 
tor of the Fed- 
eral Advertising 


Agency, New 
York, for 14 
years. 


He is a mem- D. E. Robir 
ber of the re- 

search committee of the An 
Association of Advertising 
cies, a member of the bo 
Broadcast Measurement Bur :u, @ 
member of the research ac 
committees of the Adve sims 
Research Foundation and 
Traffic Audit Bureau, and a ‘¢™ 
ber of the committee on Ke 
research techniques of the 
can Marketing Association 
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Every important eye is on Washington 


St —Business Capital of the world... Every 
vi industry in the United States has its own 
mel office in Washington or is represented 
oping there through association membership | # # #  # £4 
al — because no business of any kind can 
val operate without daily contact with the of- 
ficial personnel at Business Headquarters. 
lar Management eyes —by the tens of thou- 
" | sands — study the pages of The United 
3 States News every week for information on 


important business trends, all having their 
: origin in Washington. The United States 


rs 
va News (devoted 100% to the news of na- 
4 irs) | 
g tional affairs) is essential reading for the 
u, 2 : 
sory . . _ = 
in men whose duties take them (in person or (200.000 GUARANTEE) 
c by phone) to Washington. That means prac- The Direct Route to 
— tically every important man in the country. those who O. K. both 
4) corporate and family buying 
TRY ' egard it as one of the 
, ‘ * 
a ee ere 80% of all subscribers focus their eyes on The United States 
5 rar J. Doherty, Sec. News in the quiet of their homes where they can study, without Daniel W. Ashley 
15 ng 'SETTS DEVELOPMENT & interruption, what so deeply concerns them . . . 90% read it Vice President in Charge of Advertising 
7 “VSTRTAL COMMISSION from cover-to-cover—small wonder! 30 Rockefeller Plaza, New York 20, N. ¥ 4 
) (Ue) ) 
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Penicillin Makers 


Step Up Promotion 
with WPB Release 


New York, March 7.—With the 
release of penicillin for civilian 
use on March 15, most of the pro- 
ducers of the drug are stepping 
up their advertising in trade and 
professional journals. Although 
production figures are a guarded 
secret, the fact that WPB is re- 
laxing controls seems to indicate 
that there has been 2 huge in- 


crease in output. 

Civilian supplies, however, are 
not expected to be enormous, 
despite the fact that the distribu- 
tion will now be made through 
drug stores throughout the coun- 
try, rather than from the 2,700 
hospitals heretofore used as sup- 
ply depots. But it is apparent that 
some stockpiles have accumulated, 
inasmuch as the Army and Navy, 
Lend-Lease, hospital and export 
demands will continue to get pri- 
ority. 


Doctors Are Market 


Perhaps the strongest factor in- 
fluencing the advertising of the 
various companies in the field is 
the continued purchase of the 
product by doctors rather than 


CHURCH PROPERTY ADMINISTRATION 


Published Bi-monthly since 1936 at Milwaukee, Wis. Devoted 


to the Design, Construction, Maintenance and Furnishing of 
Catholic churches, schools and institutional buildings. 


by the ultimate consumer. Hence, 
most ads will be aimed at profes- 
sional men rather than consumers. 

E. R. Squibb & Sons, however, 
will insert penicillin copy into ads 
in Life in April and The Saturday 
Evening Post in May. Theme of 
the advertisements, placed through 
Batten, Barton, Durstine & Os- 
born, New York, will be the part 
the company has played in the 
research of the drug. 

Squibb’s trade paper campaign 
will be accelerated through Wil- 
liam Douglas McAdams, New 
York. In addition, penicillin will 
be mentioned on Squibb’s “To 
Your Good Health” program, 
heard Monday, Wednesday and 
Friday, 5:15-5:30 p.m., EWT, on 
CBS. Geyer, Cornell & Newell, 
New York, handles this portion 
of the account. 

In anticipation of the WPB or- 
der, Squibb has shipped 5,000 
pounds of penicillin via air freight 
to Chicago and Los Angeles to 
make available an immediate sup- 
ply at strategic points. 

Abbott Laboratories, North Chi- 


cago Ill., plans to announce the 
release to the drug trade through 
direct mail, through its sales or- 
ganization armed with special 
manuals on the subject and 
through advertisements in drug 
journals. The medical profession 
will be informed by Abbott 
through special ads in = drug, 
hospital and medical journals, 
and the Journal of the American 
Medical Association, through its 
house organ, “What’s New,” and 
through the continued issuance of 
revised reprintings of its 112-page 
booklet review of international 
information on penicillin, 100,000 
of which were sent to physicians 
in the first printing. 

Commercial Solvents, one of 
the leaders with 40 billion Ox- 
ford units per month, will con- 
tinue its advertising which began 
in March, 1944, with space in 56 
medical journals, all major hos- 
pital journals, all drug trade jour- 
nals of national distribution and 
the Journal of the American Med- 


ical Association. In addition, Com- ; 


mercial Solvents makes frequent 


Birdsfoot trefoil . . . Mysterious 

Mediterranean emigrant of some seventy years ago, its 
maze of roots sends up a thin stem too frail to support 
the broad leaves, yellow flowers—and the forked 

seed pods which suggest its name . . . It slithers along the 
ground, climbs up other plants, sometimes a yard high . . . 
Less than a decade back, wild and unwanted in Eastern New 
York and Oregon, it was re-discovered by Johnston Wallace, 
an Englishman, and first publicized by SuccessFuL FARMING. 


In °42, lowa State College at Ames made experimental plantings. 


trefoil grows on sour ground, hillside exposures, bare 
slopes, thrives in midsummer heat, restores nitrogen 
to the soil . . . one more small asset in a more secure 


7 agriculture ...one more small credit to SF when 
a, 


August yastures flourish . 
5 


, *“class’’> market 


A 


in the fifteen finest farm states, are today’s agricultural aristocracy 


profit, that it entitles SuccessFUL FARMING to top priority 


proof, any office . . . SuccessFuL FARMING, Des Moines, 


. and another link between the magazine 


and the 1,150,000 enterprising farm families it serves .. . SF subscribers, segregated 


— 


in investment, yield, cash incomes, profit, and also today’s best big 


so rich and ready for quick sales, so potent for future 


on any general advertiser’s postwar schedule! . . . Ask for 


New York, Chicago, Atlanta, San Francisco, Los Angeles... 


mailings of reports on inter, 
tional findings on penicillin, whi, 
100,000 booklets on the concen, 
and applicability of  penici);, 
have been sent to the aati». 
physicians (AA, July 10.) 7 


Little Promotion 


Most of the other producer. 
however, are merely stepping yy 
their trade and direct mail adye;. 
tising. Merck & Co., Rahway 
N. J., for example, will increas; 
insertions in professional journa), 
and will supply professional jo, 
throughout the country with wa) 
charts demonstrating the use 
the drug. Charles W. Hoyt Com. 
pany, New York, is the agency. 

Schenley Laboratories, Inc., Ney 
York, which heralded the deby 
of Penicillin Schenley with , 
$350,000 campaign covering 4) 
major media (AA, Aug. 7), ha 
merely decided to increase j, 
trade and direct mail advertising 
Biow Company, New York, is ti, 
agency. 

Charles Pfizer & Co., New Yor 
claiming to be the world’s largey 
producer, does not distribute 4. 
rectly. It ran a full page ad jy 
Fortune in January, throug) 
Doyle, Kitchen & McCormick, 

Lederle Laboratories, New York! 
plans no extensive campaign, a! 
though it recently announced th 
first method of oral dosage of th 
drug. This method is still in th 
experimental stage, but even whey 
production is increased, it is as. 
sumed that the military needs wil 
require most of the output. 

The United Drug Company 
Boston, Mass., has announced ex 
tensive preparations to make pen- 
icillin available to its distributor 
the Rexall, Liggett and Owl drug 
stores, throughout the country 


Test Rayve on Coast 


An extensive 90-day test can- 
paign to introduce Rayve Creme 
Shampoo on the Pacific Coast is 
being conducted by Milton Wein- 
berg Advertising Company, Lo 
Angeles, for the Raymond Labora- 
tories, St. Paul. The test appear 
in radio, outdoor, newspapers and 
car cards. 


Reashihe 


ACTIVE 
SALT LAKE 
MARKET 


Utah has one of the highest p¢ copite 
ratings as a radio listening mo'**' 


JOHN BLAIR & CO. 
Nationa! Representati” 
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He sneaked out of town 


It happened to CAMERAS... 


New’ $25.00 in 1890 
; but $1 in 1940 


One of the great camera companies 

started national advertising in 1888, and 

before long, the country was‘‘cameracrazy.” 

The advertising made us want cameras, helped 

us have cameras, by pushing camera prices 
*way down. Brand advertising helps lower prices. 


CP For sale be ott Pe 


with his snake oil... 


E fooled the people, so he had to “git,” before the 
people found out. But the medicine man at least 
taught us that ‘‘anonymously yours”’ is risky. 
That’s one big reason why we have advertised brands. 
A familiar brand name on a product is like your friend’s 
name on a person. You trust the trademark. 


The manufacturer who is in business to stay in business 
advertises what he makes. He names it proudly. Then he 
sticks his chin out by promising us that we’ll like it. His 
product had better perform! 


Advertised brands do perform. Even in war-warped days 
like these, when people who ask for trusted brands some- 
times have to accept unknown substitutes, they switch 
only because they have to. It’s a stop-gap. 


You can prove it, in self-service stores. Right now—when 
there’s a widespread belief that ‘‘you can sell anything” — 
self-service stores report that the well-known brands move 
out fast, but the substitutes sit catching dust on the shelves. 
In self-service stores, people pick what they want. 


People pick the advertised brands. They pick the old, 
established names. And the new products they’ll pick, as 
new products appear, will be the identified, trademarked 
products—good enough to be named, acknowledged, and 
guaranteed by the integrity of honest manufacturers who 
aren’t planning on business suicide—who will never have 
to ‘‘leave town.” 

Many a big business of tomorrow hasn’t yet been born. 
Only this much is certain . . . it will keep growing, because 
its products will have advertised brand names on them. 


FAWCETT PUBLICATIONS, INC. 


WORLD'S LARGEST PUBLISHERS OF MONTHLY MAGAZINES 


No. 1 of a new series appearing in leading American newspapers and the important business and indus" * 
trial magazines. For free proofs write Fawcett Publications, Inc., 1501 Broadway, New York 18, N: Y. 
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War Bonds and Salesmanship 


The great job that advertising 
has done in assisting in the sale of 
war bonds has been commented 
upon at length, and the totals in 
bond sales and advertising sup- 
porting them have been eminently 
satisfactory. The only factor which 
deserves further consideration is 
that sales of bonds to individuals, 
which are the only kind of sales 
without a connotation of possible 
inflation, have lagged at times and 
in certain localities, and that too 
large a volume of the total re- 
quired has consisted of purchases 
by banks and corporations. 

Without suggesting that adver- 
tising pressure be reduced, or that 
it play any less important part in 
the Seventh War Loan starting 
May 14, we would like to offer the 
recommendation that personal 
salesmanship be asked to play a 
greater role hereafter than it has 
done up to this time. We know of 
important people who have never 
been asked personally to buy a 
bond. We also know of cases of 
individuals and companies which 
have had to make inquiries as to 
how and where their subscriptions 
for war bonds should be placed. 

Such drives as those for the Red 


Cross, the Community and War 


Advertising Can Be Better 


In his excellent bulletin to 
members of the American Asso- 
ciation of Advertising Agencies, 
published in the February 26 issue 
of ADVERTISING AGE, Frederic R. 
Gamble, president of the Four A’s, 
emphasized the fact that the post- 
war job of advertising calls for 
better advertising as well as more 
of it, if we are to reach the level} 
of business activity necessary to| 
national prosperity. 

He added an interesting and 
significant note on one area in 
which improvement may be had 
in working “toward the correction 
of the small percentage of adver- 
tising which lessens the effective- 
ness of the whole” through “plans 
for a cooperative structure on 
copy improvement.” 

This comment recalls the sug- 
gestion of Allen L. Billingsley, 
chairman of the Four A’s, at the 
convention of the Association of 
National Advertisers last Novem- 
ber, when he said that recent 
studies of public opinion regarding 
advertising revealed a disturbingly | 
high percentage whose attitudes | 
toward it are critical We ex- 


j}accept the challenge presented by 


Fund and other worthy causes 
have won success during these war 
years by virtue of thorough sales 
organization, which assures can- 
vassing every possible source of 
revenue, both individual and cor- 
porate. The banks have done a 
good job in keeping their cus- 
tomers advised of their facilities 
for handling war bond subscrip- 
tions, but we can’t help feeling 
that the urge to buy should be 
provided in terms of direct per- 
sonal solicitation. 

The inactive OCD organizations 
throughout the country could be 
revitalized by being asked to play 
a leading role in block by block 
solicitation of war bond subscrip- 
tions, and the trade groups used 
for the Red Cross and the Com- 
munity and War Fund should be 
asked to do a similar detailed job 
of soliciting in behalf of the 
Seventh War Loan. The more 
people actively engaged in promot- 
ing the sale of war bonds, the 
better. It isn’t a question of not 
reaching the goal, but of increas- 
ing sales of bonds to individual 
purchasers. Our interests and 
theirs lie in making the war loan 
a success in terms of larger indi- 
vidual purchases. 


pressed the hope at that time that 
the leading organizations of adver- 
tisers, agencies and media might 


Mr. Billingsley and endeavor to 
make self-regulation even more 
effective. The action of the Four 
A’s in appointing a committee to 
investigate the subject is a long 
step in the right direction. 
Advertising can do a better job 
of house cleaning for itself than 
can government, because it is im- 
possible to legislate on such mat- 
ters as good taste. It is in the area 
of good taste and acceptability 
that advertising offends most often, 
and it is here that a combination |; 
of the forces for good in advertis- 
ing could bring about improve- 
ment. The better job advertising 
does for itself, the less the author- 
ized enforcement agencies of the 
government will have cause to act. 
Many important groups of ad- 
vertisers have already made long 
strides toward copy improvement, 
and the establishment of such an 
organization as that referred to by 
Mr. Gamble would represent prog- 
ress of a most valuable character. 


“And fix the radio so my wife can't 


—Heart Beats, published by KMBC 


get Frank Sinatra while she's driving. 


That's what caused the accident." 


Charlie 
dent and ad director of Hillman 
Women’s Group, thinks he’s de- 
veloped something new in presen- 


Anderson, vice-presi- 


tations. Instead of showing charts 
and tables to impress prospects 
with cosmetic usage of readers and 
their brand preferences, as turned 
up in a survey, he’s had the story 
developed into a Kodachrome slide 
presentation, which follows a typ- 
ical (except possibly for s. a.) 
Hillman reader from the time she 
arises until her departure for an 
evening date, and gets the facts in 
along with some intriguing photo- 
graphic shots. The Kodachromes, 
incidentally, were shot right in 
Hillman Publications’ own color 
studio. 


Masked Marvel 

A masked mannequin, wearing 
a $1,000 spring wardrobe and es- 
corted by servicemen, sat in boxes 
at various Chicago theaters last 
week, doing her good turn for 
Uncle Sam. The masked marvel 
... er, mannequin, is a creation 
of Marshall Field & Co., and she 
did her stunt to emphasize the fact 
that Field’s offered a $1,000 spring 
wardrobe of her own choosing to 
the Chicago woman who sold the 
most war bonds last week in con- 
nection with the State Street 
Emergency War Bond Drive. 


Toy Meat Plants 

National Provisioner editors are 
having fun and pleasing readers 
by building a set of meat-proces- 
sing machines and equipment to a 
scale of one-half inch to the foot, 
which are then photographed to 
illustrate plant layouts. So far 
they’ve built a sausage depart- 
ment, and before too long they 
hope to be able to reproduce any 
part of a meat-packing operation. 
The models are photographed on 
a black drawing board ruled to the 
equivalent of five-foot squares, 
and the “micro-scale” photos will 
be an integral part of Provisioner 
editorial content from now on. 


Our Own Book Dep't. 

This department is thus far in 
exclusive (in this office) posses- 
sion of two intriguing, but dis- 
similar volumes which should pro- 
vide entertainment for many a 
dull evening. 


The first is “Floyd Clymer’s His- 


torical Motor Scrapbook No. 2,”| 


filled with 225 pages of text and 
pictures on 250 ancient cars and 
motorcycles. It is undoubtedly 
the most complete record of early 
automobile advertising in exist- 
ence, and while it will probably 
not help any copywriter raise his 
readership 10 points on an auto- 
motive ad, it certainly looks from 
here like an excellent bet for said 
copywriter or anyone else inter- 
ested in advertising to while away 
a few hours. Floyd Clymer is 
head of Clymer Motors, Los An- 
geles, and old cars are his hobby. 
He’s collected ads, pictures, de- 
scriptive folders and whatnot, and 
the best of them are in his scrap- 
book, which you can get from him, 
at Clymer Motors, for $1.50. 

The other volume is much 
smaller, simpler, and less ex- 
pensive. In fact, it will soon be 
presented, with a gracious gesture, 
to every bartender available by 
the appointed minions of Conti- 
nental Distilling Corporation, 
which has had a crew of unem- 
ployed distillers wandering around 
the musty halls of the University 
of Pennsylvania and the Atwater- 
Kent Museum in search of his- 
torical data on the ancient. and 
honorable calling of bar tending. 
The result is a hip pocket volume, 
“The Bartender,” which takes the 
reader back behind the bars for 
3,000 years. 


Jottings 

That ole debbil paper shortage 
revealed itself in another way 
this month. When Architectural 
Forum, the Time, Inc., publica- 
tion, moved its offices to the Em- 
pire State building, it used the 
March cover to announce the 
change. Pictured on the cover 
was a diagram of Fifth Avenue in- 
tersected by 34th Street. An “X” 
marked the new location, with a 
picture of the building in the 
lower right corner captioned “new 
address March 1945.” The building 
was not identified. The magazine 
didn’t send out a single letter an- 
nouncing the move... 

Oneida Ltd.’s series of ads for 
Community Plate, captioned “Back 
Home for Keeps” and depicting a 
serviceman returning to his loved 
ones at home, so inspired Carmen 
Lombardo and Bob Russell that 
they wrote a song by that title, 
which Carmen’s brother, Guy, has 
introduced on his Monday night 
Blue Network show for Chelsea 
cigarets. . . 


The following documents »,, 
be secured without charge fro, 
companies sponsoring them, or 
through. ADVERTISING AGE, by any 
national advertiser or advertisin, 
agency executive writing on }), 
business letterhead. 


No. 2454. The Spokane Market. 
This profusely - illustrated may. 
ket study, issued by the Spoke. 
man- Review and Spokane Dail; 
Chronicle, contains a wealth of jp. 
formation about the Spokane are, 
—its wartime developments, agri. 
cultural and livestock outlook ang 
sources.of income, with data op 
population, housing, retail sale 
and wholesale distribution. Othe, 
sections of the book describe the 
newspapers’ editorial setup, circu. 
lation and advertising record. 


No. 2471. Fact Finders’ 
Annual Report to You. 


The New York Post has issued 
its second annual report covering 
interviews with active shoppers ip 
Fifth Ave., Brooklyn, 34th St. and 
miscellaneous stores. Percentage 
figures in the report show where 
these people live, and their ages 
with following pages devoted t 
their reading habits—where morn- 
ing and evening newspaper read- 
ers live, by boroughs, and morn- 
ing and evening coverage of Ney 
York newspapers by age groups 
How morning and evening paper: 
duplicate each other is shown, and 
all of this information is presented 
opposite to comparable 1943 fig- 
ures. 


Second 


No. 2472. What Will Happen in 
the Movies the Day War |; 
Over? 

This booklet, issued by Ampre 
Corporation, contains a reprint of 
an article in Cosmopolitan, which 
tells about the effectiveness of 
training and entertainment pro- 
grams for the armed forces, and 
about postwar possibilities of 16 
mm. films in supplementing text- 
books in schools and colleges. 


No. 2463. People and Markets o/ 
Tomorrow. 

Opinions and reports of individ- 
uals, companies, associations and 
government, forming a symposium 
of postwar thinking and planning, 
are contained in this brochure 
issued by Hearst Newspapers. The 
subjects include employment, re- 
tail distribution, sales planning. 
public relations for industry, an¢ 
many others, with charts on vari- 
ous aspects of the postwar market 
picture. 


No. 2465. What Major Outlets 
Are Going to Do About Sell- 
ing Household Appliances 
Postwar. 

House Furnishing Review gives 

a detailed report, in this folder, of 

a survey conducted among sub- 

scribers to determine what retal 

dealers in major household appli- 
ances plan to sell after the wa! 
and what merchandising (telps 

they would most like to receive ID 

the immediate postwar period 


No. 2411. WKY Market Fac’ 

Maps of morning, afternoon an 
evening coverage of Station \' KY 
Oklahoma City, illustrate this file 
folder’s material, which inc!udes 
population, 1943 retail sali 
four store groups, and effectivé 
buying income. 


No. 2479. Sinbad the Sulta 

Another statistical story 
lighter vein is this readersh'> '& 
port issued by Boot & Sho Re 
corder. Following a fable ©0U 
| Sinbad the Sultan, great-srea' 
| great-grandson of Sinbad the 52) 
| or, the booklet tabulates pe 
| ages of preference for B&SR 2moné 
| department store shoe buyer 
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At the turn of the century, the newspaper 
circulation manager was a high pressure 
salesman. He sold cuckoo clocks, dishes 
and encyclopedias that came, incidentally, 
with newspaper subscriptions. But when Sunday 
comics sections became common, the circulation 
manager found that they sold more Sunday papers 
than pressure or premiums, made Sunday 
circulations regional rather than local . . . "Twenty 
years later, advertisers learned that the color comics 


sections sold other things besides Sunday papers! 


The Sunday comics section has been an 
established institution in American life for forty 
years .. . is read more regularly by more people 
than any other form of literature, sacred or profane, 
classic or contemporary ...1s currently read by 
three out of four adults and virtually all children, 
at home, on Sunday, every Sunday! And the 


Sunday comics require no fixed reading time. 


Mierropourran Group has made the Sunday 
comics section a national medium... in a newspaper 
network of forty-three major newspapers, with 
nore than fifteen million total circulation-—covers 
half of the better buying families in the whole 
inarket, gives the national advertiser more 
concentrated Coverage in more major markets than 
any other single medium. One order, one piece 
of copy and one bill. Learn more about the most 
magnificent advertising opportunity of our tines! 


Call any office... 


AN The first national newspaper network... M etro po li tan G roup 


\ \ X WN Comics Section Advertising in; Baltimore Sun « Boston Globe « Chicago Tribune « Cleveland Plain Dealer * Detroit News « New ¥ ork News 
hs, Philadelphia Inquirer « Pittsburgh Press » St. Louis Globe-Democrat * Washington Star « Des Moines Register * Milwaukee Journal « Minne apolis Tribune 
St. Paul Pioneer Press ¢ ALTERNATES: Boston Herald « Detroit Free Press « New York Herald Tribune « St. Louis Post-Dispatch « Washington Post 
opTIONAL: Atlanta Journal « Buffalo Courier-Express ¢ Cincinnati Enquirer « Columbus Dispatch « Dallas News ¢ Houston Chronicle 
New Orleans Times-Picayune-States « Omaha World-Herald « Providence Journal e« Rochester Democrat & Chronicle * San Antonio Express 
Springfield Union & Republican e Syracuse Post-Standard « METRO PACIFIC: FresnoBee « Long Beach Press-Telegram « Los Angeles Times ¢ Oakland Tribune 
Oregon Journal ¢ Sacramento Bee « San Diego Union « San Francisco Chronicle « Seattle Times « Spokane Spokesman-Review « Tacoma News Tribune 


220 E, 42d St., New York 17 « Tribune Tower, Cuicaco 11 » New Center Bldg., Derrorr 2 155 Montgomery St., San FRANCISCO 4 
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‘Color Dynamics’ 
Theme Driven Home 


in Consumer Drive 


Pittsburgh Plate 
Expands Campaign 
on Color Energy 


(Picture on Page 59) | 

Pittsburgh. March 6. — Color 
dynamics—the scientific use of 
color energy—which Pittsburgh 
Plate Glass Company introduced 
with marked success last year as 
the theme of its advertising of 
paints to industrial plants, will be 
the subject of a large campaign to 
the home market this year. 

The 1945 color dynamics pro- 
gram, according to E. J. Allee, ad- 
vertising manager, paint division, 
represents one of the most am- 
bitious ever undertaken by Pitts- 


burgh Plate and results from 
“magnificent response” from in- 
dustrial companies to the 1944 
series. 


Full-color ads in such magazines 
as House Beautiful, House & Gar- 
den, McCall’s, The Saturday Eve- 
ning Post, Small Homes Guide, and 
others, will explain how the exact 
use of “the inherent power of 
color can add to the efficiency, 
health, and comfort of American 
homes.” Corollary campaigns will 
be carried on reemphasizing the 
need for color in industrial plants, | 
and a special campaign on the | 
subject will run in publications 
reaching educational and institu- 
—=— authorities and school chil- 

ren, 


Most Successful Ad Theme 


Response to the initial 1944 
campaign was so great, says Mr. 
Allee, that the original list was 
supplemented with an additional 
list of industrial and trade publi- 
cations last fall. A war-born de- 
velopment, the color dynamics 
theory is reported to have won| 
widespread acceptance in most in- | 
dustrial fields, and officials say | 
that according to all indications 
“never before in the company’s | 
history has any development to- 
gether with its advertising pro- 
gram made a deeper impression 
upon the intended market.” 

Stimulated by the 1944 ad cam- 
paign, hundreds of industrialists 
are said to have had their plants 
and machinery repainted in ac- 
cordance with the principles that 
by correct use of colors, eye- 
fatigue and nervous tension are) 
reduced, morale is built and ab- 
senteeism cut down, safety is pro- 
moted, and quality and quantity 
of production improved. 

“This use has brought the sub- 


* TALK TO 


If you want your 
product successful. . . 


Creative Wealth is com- 
posed of active money and 


active people. It leads in 
ideas, in industry, in social 
life. America believes in and 
follows Creative Wealth. You 
ean reach it directly through 


The Playbill. 


PLAYBILL, INC. 
NEW YORK 12, N. Y. 
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ject to the attention of thousands 
of business executives, office work- 
ers, mechanics, and shop workers 
in a dramatic manner,” Mr. Allee 
points out. “These people will be 
quick to appreciate the possibili- 


ties of applying the same princi- | 


ples to home painting and decora- 
tion. This has already been 
indicated in numerous inquiries, 
and the 1945 color dynamics ad- 
vertising program is aimed to tie 
in with the growing popular ac- 
ceptance of the new painting 
theory.” 

The consumer ads include cou- 


pons offering the free booklet 
“Pittsburgh Color Dynamics for 
the Home.” The ads stress vari- 
ous uses of Pittsburgh paints, 
described as offering “long-lasting 
live-paint protection.” Ads aimed 
at industry show full-color illus- 
trations of “case histories’”—the 
current full-page ad in Fortune 
showing that One company re- 
ported much better morale among 
workers and received many more 
job applications after applying the 
dynamics system. 

Maxon, In:., Detroit, is agency 
for the paint division. 


Mather to ‘U. S. News’ 


United States News, New York, 
has appointed Win Mather of De- 
troit, formerly executive secretary 
of the Wayne County Salvage 
Committee, as Detroit advertising 
representative. 


Linington to Hayhurst 

Albert Linington, for the past 
seven years account executive 
with James Fisher Company, To- 
ronto, has joined the executive 
staff of F. H. Hayhurst Company, 
Toronto agency. 
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Rackstraw Joins 


Thomas E. Rackstraw prey; 
ously media manager 0! Jame. 
Fisher Company, Toronto. ha 


joined the new Toronto office a 


Stewart - Lovick Ltd., ad: 
agency. 


Carter Resigns 


Arthur H. Carter has resigneg , 
general manger of the Klein jp. 


stitute, New York, to return ; 
Montreal as manager of insectici,, 


sales of Sherwin-William: Com. 


pany of Canada. 


“ ‘ale A thee gi 

1G $f COLLIE GD 
| ei tad EEGE Fee 2 - 4 

dhe) THF Ss ty ‘# be F 


—, 


rtising 


we é &> Ne ee ore ~ ee ° _ ? 
iz _ 
|_| hdypertist 
| D———E 
) 
erst 
‘ 

% | hen 
bs, | 
. as 1 pril 

a Chicag 
hs ; oom 
ew the 
i 1; 
| ersoniall 
| aris ga 
q | erS, 44+ | 
; 945 spl 
jsing ca 
no sent 
ps 
 ——__—_—$<$>_—$$_$—$—$—$—$—$—$—$—$——$—$——— a 
- 
. \ — a eae nee : * a ee aE a = 
| aa ss - ao Sita 
V— : eRe ee : ee ‘ 
% aa fs he ee ae a oeanapapie tet Bs, 7 . : # aie 4 
ie ae a ota a art tee 
“% Py: = ‘ ; Ree ‘a Satine pieces i 
ae 2: ie ~~ ss ee fe fire ek We 
ee ag . a _.¥ re : : eee pit ok Re 
| 3 Sa ae : ee ‘ ii ‘ 4 ae ee fia en a he Fo * ' 
eS — + } ; ce & P , ay , 
| a ‘ ee @ B g ig 
a ss Bee : : 
“eee > a bs P 
se Pe ¢ : 4 e g 
—  UhUCmm,DUmlltCté«C ES res 62 ‘ : 
| COR ee - i, 4 
a ee a Bei ee foe 4“ ee 
a ge Ss — / . : a : — — pl pe See ls Soe re GS ponte s tee , 
Be Ra Ee * q ee tb mae ee eo at . te 
G .. ee : + : mee ae We ieee 4 ‘ : _ oro —_—_ 
. eS : MME. al so) ai 
iy - ¥ oo X as 8 ; ee ate. . 
™ i Re Pies a eee si vere 
> cows eta aes ii ee 
oe oe . ae ue pe ; * ¥; ee 
_ ee ; 4 pe a - Sct ph Ste , a 5 eae es ee sect ft, : 4 : = Ges - ‘ / 
atl : . 7 § ee, oe Sewn :: os ce Cf oe eames te ee 
Sy ; Tet me heist oe uit ng 
ea ae ae b, 3 P . Bi as li a csi 8 Sh, "3 ee ae 
>. 3 ra : ag : a ol mt % a # le “x a ° 5 eke - = sme *3 . “ j a F. 4 
a ? Sis A ee aw 3 Win. a ee ne ee > Se Fe 
ee: ie ts = Beet oe Po etme. &. Ae © i ae 
. Tea p sae . sats Ree 3 : F ' ’ = ’ f ey 
By age is be ae . i é 3 3 ee . =a ay . i, is ee at tes 
> i apa cle ‘ j a us oe | Ts 
een Rec : = efi - #éémM_ime 2 . ss 4 4 
oie aaa \ sae 0lUlCUtS Ce 
Di ae ‘ ~~ o-oo 
eae i Ses eet % , ~ "i 2. \ . ~ . Pee bd = 
ye Aas ee aS 4 22 c i Se Lar . Bl 
' a net we P :!. i = Tae rts 
oie aS”  <K ‘Ti’ a. oR Pee 
* Ne 3 ; epee’ we” s 4. i NSS En ie om eae w ; , - 4 
: se Sa SSN + ans ae eS 5 —- o 
Lae , , ™ Eee = we mit lees oe are aa 3 ve 
i ; ~« ~~ SIN ag a i ame igs te. 2 we eR “i 
a oe 4 be a a, = SA 9. ae + ca a “8 
ipa ee q ~ a —_— SX me: Pee } se i 
Pah ty, ee oe Eo oe a ‘4 sh Hite XS Peer 7 
ok Ue Piss cree ogee eS. mE ee a “ qs: a & weg & 
= oe; | ‘ } 4 2 5 <5 a | a yee » a Sg. : ea ; s 
ce le gg oe. ee akc. — <2 mi 4 
+ Z : ‘ ao oe seco Se ee ae Mie oe bs ~ $3 >» Sree. * . a @ * 
: | ae ae oe SS aise. | 
- 2° 6 ae fe ‘ ms, \ ae ee eee i ; Ke : a 
a a ere ea. aad ei % . a - » a at } 4 . = = ai 
i) ae eS ee es ‘ se Rite, ae ce x oe Bee if 
RR > 4 Py. berm WO a OO ee 4 |. 
a a? i <- re =f Se 7 ¥: . - > i z se > at, bos a = ; F 
ae = 3 ae . ah ee 
—_— jue a ie ef. be $f : Bi ici, ee . 
ee ve tite. oe estat’ fia 5 * ris a ‘ 
* | ae re is xy — an | Oo 
| > Be i ; : : 4 ‘a i ine tae aan ie es 
: Tap ay ‘. oe ' * — a * ae F - . dae " i 
_ ee ns. < ‘ pes. . a Rieass 3 : 
d sd 5 gate ba Sea: ; . 
= rir = ee oe 2 ; i —— 
ee ie 4 i ee ek i ae Me 2 sagen oa pe 
‘ es itis: \ See | iA a a Sn _ 
7 , yw : a wail : Wag ig ae q - i” ; a 
* ee res e Z . P x be ag 5 j * j ae Ke cag oa a 
rs bee” $e) ° me? ees Bi Bad *.. ae ee ¥ 
P ey Oa —- = = - = 2 ie 
se po | \ ra P yr a * bis eae ae ee bi iil F _ 
’ ! “ae ri ' 4 a le a a Be me 9 Pit ai a 
4 = | a * ‘ 4 a ; . ot . 2 . 4 ™ 4 * 4 a if c pay is is yy 
| *Y a o a i3 ‘ : a. *s 7 Sa 
i <a a 3 ‘ i ae —— 4 ae : 
| MS gee Fo ae all oy | —<_« « 
Re a 2 a ve he = 4 See a aya 3 — 
le ca 5, ” a a ey sits, 
, g ol P ¢ " sb ia % a Pt i — 4 3 4 i * 9 ES * ’ 
ee at ee 1 a . | : ie « se: 
. tad { a f ¥ roy te ca : ye is 2e “ ‘ / Bee 7 At he as a ty Bg - k « i 
a | See Ae pi rE 4 % ke id nial CFS hae eer yee § -. : aa 
| me 4 Se . ¥ g Eaten, a 
_— salen dt _ 5 oe j Pl fo WOE hs L8 we 
me , P ; i. Se : “ i ee Eee PPO gy, a 
| & sp : + 7 iced om a y . ae #, 7 “ “a “i ah 
i ; 44, yo Bee = Pg AE hak ee gee = e ¢ ee i s fe 4 v4 by Dy. w 
~* tl ees L i ae 4%, hits 7 
; re ie wn ae a = 4 
6, : : mee > ~~ ma - y a ds 9 
« ’ = Of — i* a ae : ‘ e, . y Po pasts tg ‘ VAT ” “se 
| ; : 
| 
| 
Po 
| 
} 


sing Age, March 12, 1945 


Personality Dogs 
Theme of Stein’s 
Spring Ad Drive 
Chicago, March 6.—Using por- 
raits of handsome canines as a 


ew heme to illustrate the style, 
lity and distinction of its 


‘ P yerso! 

in la sarters, belts and suspend- 
urn wiiprs, A. Stein & Co. describes its 
CticideEg4S spring and summer adver- 
Com. ising campaign in a brochure be- 


—.. 


ng sent to men’s wear buyers 


throughout the country this week. 

Half and quarter - page adver- 
tisements in color and black and 
white have been scheduled each 
month until June for insertion 
twice in Collier’s, five times in Es- 
quire, five times in Forbes, four 
times in Life, four times in Look, 
four times in Nation’s Business, 
four times in Newsweek, thrice in 
Time, and thrice in The Saturday 
Evening Post. Collies, wire-haired, 
chows, etc., are portrayed to tie in 
with the “style and distinction” 
theme of the campaign. 

The brochure shows how some 


merchants have used Stein’s mats, 
and offers a variety of mats and 
display cards for dealers’ use. In 
addition, outstanding window dis- 
plays, presented as suggestions, 
show what Gimbel’s, Milwaukee, 
The May Company, Cleveland, and 
others have developed as success- 
ful Paris displays. 

Walter L. Rubens & Co., Chi- 
cago, is the agency. 


Federal Names Two 


Leonard Albert, formerly with 
WNYC and WLIB, New York, and 


Jack Loucks, recently with Black- | 
ett-Sample- Hummert, Chicago, as | 
space buyer, have been named ra- 
dio commercial writer and director 
of media, respectively, of Federal | 
Advertising Agency, New York. 


Names NY Agency 


Republic Filters, Paterson, N. J., | 
exporter of equipment for the| 
beverage, pharmaceutical and 
chemical industries, has named | 
Kendall & De Filippes, New York | 
export agency, to direct marketing | 
and advertising abroad. 
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Chemical magic is converting the South’s 
vast output of agricultural and forest 
products, huge stores of minerals and 
pools of petroleum into thousands of 
new shapes and uses. By 1939 over 26% 
of the Chemical Process Industries were 
in the South. During the war years addi- 
tional hundreds have located here. And 
even now over $100,000,000 of new con- 
struction in the field is underway or has 
been announced. 


Southern plants are producing syn- 
thetic rubber in unheard of quantities. 
Cotton, through chemistry, enters new 
fields—silk-like fabrics, plastic building 
materials and road surfacing. Peanut oil 
replaces cocoanut oil, supplies glycerine 
for ammunition, is used as a textile lubri- 
cant. Peanut hulls are made into insula- 
tions, fabrics and feeds. Southern pine 
becomes newsprint or fine writing paper 
and apparel acetates. Many other syn- 
thetics are being made in the South at 
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CHEMICAL PROCESS INDUSTRIES 


the present time for war—but they, like 
chemical process plants themselves—can 
be converted quickly and easily to new, 
desirable postwar products. 

Chemical Process Industries are lo- 
cating South—prospering and growing 
near abundant raw materials, assured of 
ample power and certain of a plentiful 
supply of intelligent, American-born 
labor. 

Like so many other industries, the 
Chemical Process Industries have recog- 
nized the advantages of the South for 
development and growth—creating new 
and* greater markets now and in peace- 
time—raising the South to new heights 
as an industrial and as a consumer’s 
market. 


Be sure the South is included in your 
marketing plans. You'll find each of the 
five Smith publications a strong sales aid 
in its respective field. 
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W.R.C. SMITH PUBLICATIONS 


Covering Five of the South's Greatest Markets 


COTTON Serving the Textile Industries 
SOUTHERN HARDWARE 


Atlanta 3, Georgia 


SOUTHERN POWER AND INDUSTRY 


SOUTHERN AUTOMOTIVE JOURNAL 
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Without show or trumpet 


blast, a new multi-million-dol- 
lar business has risen from this 
cradle of industries. It is the 


storm sash industry. 


| It toddled around here for 
a quarter-century and more. 
No one paid it any particular 
attention; then someone 
added a new wrinkle here and 


a new wrinkle there. Those 
were the sparks that gave it 


| new life. Before the city was 

| aware, it had grown to full 
stature as an important Akron 
industry. 


Now employing approxi- 
mately 2,500 persons, the new 
industry is champing at the 
bit waiting for the opening 
that will permit it to mush- 
room into full national propor- 
tions. That, however, must 


| wait for the postwar future. 


The storm sash industry is a 
bright spot in Akron's future. 
It is another reason why this 
rich war-time market will be a 
prosperous peace-time market 
—one you cannot afford to 


overlook when planning your 


postwar sales programs. 
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Represented by: 


\STORY, BROOKS & FINLEY 


NEW YORK PHILADELPHIA 
CLEVELAND LOS ANGELES 


CHICAGO 
ATLANTA 
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Joins Lee-Stockman 


Cary Rowland, recently account 
executive with Picard Advertising 
Company, New York, and for 
many years secretary of Charles 
Advertising Service, has joined 
Lee-Stockman, Inc., New York, in 
charge of horticultural and agri- 
cultural advertising. 


Rosenblatt to McCann 


The Minneapolis office of Mc- 
Cann-Erickson, Inc., has been ap- 
pointed to handle advertising of 
D. B. Rosenblatt, Inc., Minneapolis 
overcoat manufacturer. Magazines 
will be used, 


O'Mara to ‘U. S. News’ 


Edward H. O’Mara, formerly 
vice-president and _ director of 
O’Mara & Ormsbee, New York 


newspaper representative, has 
joined the New York sales staff of 
United States News. Mr. OMara 
is son of John E. O’Mara, founder 
of the firm. 


Culp Leaves Hall Bros. 


™. C. Culp has resigned as ad- 
vertising manager of Hall Broth- 
ers, greeting card company, Kan- 
sas City, Mo., effective April 1. 
His successor has not yet been 
named, 


ADVERTISING 


TORONTO MONTREAL WINNIPEG 


(8 AR Mall Bo Be CANADA 
1. GIBBONS LTD. 


BAY STREET. - TORONTO 


REGINA 


MERCHANDISING 


CALGARY, EDMONTON, VANCOUVER 


Department Stores 
fo Enlist Nurses 
in National Drive 


New York, March 8.—Coinci- 
dently with the launching of the 
nationwide Red Cross fund-raising 
drive, America’s retailers have 
launched a concerted campaign to 
ease the critical nursing situation, 
the War Advertising Council an- 
nounced today. 

In cooperation with the Ameri- 
can Red Cross and under the aus- 
pices of the National Retail Dry 
Goods’ Association, department 
stores will set up information and 
recruiting centers on their prem- 


ises. Newspapers, displays and 
other media will be used. 

The campaign will cite five ways 
in which women can aid in assur- 
ing nursing service for both 
wounded servicemen and civil- 
ians: 

Graduate registered nurses are 
needed for the Army Nurse Corps, 
the Navy Nurse Corps, veterans 
hospitals and as Red Cross in- 
structors. Women aged 20 to 49 
can join the Women’s Army Corps 
for training as medical technicians. 
High school graduates are eligible 
for the U. S. Cadet Nurse Corps. 
Women over 18 can become volun- 
teer Red Cross nurses’ aides after 
six weeks of training. All home- 
makers can learn the fundamen- 
tals of bedside care by taking Red 
Cross home nursing courses. 

A typical advertisement pre- 
pared by J. Walter Thompson 
Company, the council’s volunteer 


BERTHOLDA BURNETT 


Bertholda Burnett would much rather die 
Than be found with some rouge on her cheek. 
Her bridge-playing pals would sadly decry 
Any effort of hers to be chic. 


Yet somehow (and this is a puzzle for you), 
Bertholda Burnett and her middle aged crew 
Who lack any interest in their epiderms, 
Are constantly courted by cosmetic firms. 


Now's the time for 


Perhaps Jergen’s Lotion and Pond's Cleansing Cream, 
Or Vaseline tonic to make her hair gleam. 


Month after month the Hillman Women’s Group unites 1,400,000 of 
these young women (69% of them between 18 and 35) into one accessible 
buying unit. A youthful editorial formula of fact, features and fiction 


attracts, holds and tempers this 4 billion dollar a year income market for 


tisers — America’s 


STEPHANIE SMITH 


Mrs. Stephanie Smith who lives just down the street 
Is the kind of young lady who always looks neat. 
Never will she be labeled an antiquity 

While she uses cosmetics with such artistry. 


She's the druggist’s delight when she comes in the door 


For he knows she'll buy many things in his store. 
Max Factor’s Cake Make-up, a bottle of Drene, 
\ Mum jar or Arrid~ some brown Maybelline. 


HERE'S THE MARKET for all beauty adver- 
Stephanie Smiths who are forming 
their brand preferences today. Because their number one 
interests are beauty and romance, they account for a 


tremendous volume of all cosmetic purchases. 


vour advertised products. 


metlerizing 


What you spend for advertising 


HILLMAN WOMEN’S GROUP 


REAL 


REAL STORY - 


MOVIELAND  °* 
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agency for the retailers’ ovey_,) 
nursing campaign, features 4, 
headline, “From Now On Ii’s yo) 
Job! There’s a Place for Eye, 
Woman in the Nurse Crisi 7 

The campaign also urge: ¢jy;. 
ians to tune in the Helen Hayes 
radio program, sponsored by Tey. 
tron, Inc., Sunday nights oyo, 
MBS, which for the next 1: Weeks 
will be devoted to the nursing 
situation, 

A campaign book for retailers ;, 
entitled “Getting More Nurses {, 
Our Men: The Most Importay; 
Job You’ve Ever Been Asked ; 
Do.” 


ANPA Elects Three 


American Newspaper Publishe, 
Association elected three aj 
newspapers to membership in the 
organization during Februar 
bringing total ANPA members}j 
to 733. New members are the Ip. 
telligencer, Edwardsville, [}| 
Times, Beverly, Mass.; and Record 
Ravenna, O. 


McBurney Names Agency 


A. D. McBurney Company, Lo; 
Angeles, exporter of drill sharp. 
eners, has placed its foreign ad- 
vertising with Kendall & DeFilip. 
pes, New York. 


Commuter 
Everitt Cranston* 


ROMANCES 


Meet 
Jonathan L. Porter’ 


as FARMER OF MT. KISCO 


...and 


OF YONKERS 


530,000 people like Mr. Porter live and 
make their living in Westchester. Only 
42,600 others like Mr. Cranston take the 
train every day to New York. But their 
wives buy plenty of food for their fami- 
lies — 87 millon dollars’ worth a year! 


There are 17 states that don’t begin 
to buy as much food as this one county. 


If you aren't selling more food in 
Westchester County alone, than you sel! 
in New Mexico, Delaware and North 
Dakota put together, then you arent 
keeping up with other food manutac- 
turers who have cultivated this rich mar- 
ket through the Westchester Newspape's. 
A great market for an old product and 
one of the best test spots in America 
introducing a new one, Ask your adver: 
tising agency —they’'ll tell you! 


*These names are fictitious. Any simil. 
to real persons is purely coincidental 


Here are a few of the 115 grocery 
products that have cashed in on 
Westchester: 


DUFF’S MIX 
WONDER BREAD 
WHEATENA 
DURKEE’'S DRESSING 
SUNSWEET PRUNES 
NATIONAL BISCUIT PRODUC! 
COCA-COLA 
BEST FOODS MUSTARD 
BREYER’S ICE CREAM 
LIBBY BABY FOODS 


fr yup of 9 daily newspapers publ 


dif ferent Westchester communitte 
89,569, 85° of which it 
o the home in the late afternoon 
woman of the house—the home purcha 
in a veceptive mood for your 


Represented Nationally by th 
KELLY-SMITH COMPANY 
New York * Chicago * Detro 
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One way to get a new customer is to buttonhole a good prospect and wear down his 
resistance by telling him over and over again how good you are. However, the only way 
to keep this customer, once you get him, is to prove over and over again how good you 

are. Most of our customers have been with us for years and years and are scattered all over 


the U.S.A. We really are good photo-engravers and would welcome a chance to prove it. 


Collins, Miller & Hutchings, Photo-Engravers 


207 North Michigan Avenue, Chicago ], Illinois 


felephone Franklin 5854 
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John Averill 
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WPB Reconversion 
Plan Sidesteps 
Industry Worries 


Washington, March 7. — The 
newest “reconversion” plan un- 
covered by WPB today, so care- 
fully avoids anything approaching 
the reconversion problem, that 
first impressions here were that it 
will confuse rather than ease in- 


dustry worries about transition 
planning. 
Frankly intended more as a 


means of keeping men and plants 
in war work than as a mechanism 
for wide-scale transition to civil- 
ian production, the plan contains 


no provisions for providing plants 
and workers with materials and 
parts for non-war production. 

Just what its title suggests, the 
plan is a “production adjustment 
program” involving these steps 
when a contract cancellation oc- 
curs: 

(1) Transfer workers to other 
war work within the plant; 

(2) Put “must program” work 
in the plant; 

(3) Put other war work in the 
plant; 


Direct Workers to Jobs 


(4) Direct released workers to 
other “must” work; 

(5) Direct released workers to 
other war works; 

(6) Non-military production in 
order of urgency. The program 
is particularly strong in assuring 
war plants of adequate notice on 
contract terminations, and of 


keeping plants and workers in war 
jobs. Where it is disappointing, 
many feel, is that it does not 
scratch the problem of how “non- 
military production” is to be 
started. 

Last fall WPB talked of lifting 
limitation orders on V-E Day, and 
enabling industry to proceed to 
produce in a free market. With 
V-E Day cutbacks so completely 
a subject of confusion, there seems 
to be little possibility that many 
orders can be lifted. 


Much Confusion Seen 


Despite the emphasis on war 
production, war work will de- 
crease after V-E Day, and in the 
months that follow. Without any 
provision for getting materials or 
parts for civilian plants, observers 
here feel much confusion and loss 
of effort will result. 

Only alternative to modification 


of WPB restriction would be a 
mammoth “spot authorization” 
proceeding, with each civilian pro- 
duction program depending on 
specific government approval, or 
grant of material. Such a program 
would be “egg beater’? reconver- 
sion, it is feared, since it would 
not be possible to build compli- 
cated items such as washing ma- 
chines, vacuum cleaners, and other 
assembled goods without fewer 
government restrictions on sources 
of supply. 


Quebec Stations Group 


Radio stations of Quebec have 
formed Quebec Broadcasters Asso- 
ciation, a cooperative representa- 
tive organization with offices in 
Toronto and Montreal to handle 
the representative and promotion 
problems of French language 
stations. 
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be sure to include one or more ¥ 
STAMPS in your Friday food order 
ing buy only 25c each. 

Canada's food industry has underta: 
eleven million stamps to help “teed 
aieete Tt needs active “25 Chub” member 


Take your chang. in 
WAR SAVINGS ST’ ps 


THE ROYAL BANK OF CANADA 
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TIE-IN—The Royal Bank of Canada ray 
this newspaper copy to help along the 
Canadian food industry's drive to sel 
11,000,000 stamps to "feed" the wa 
effort, with an-appeal to consumers ty 
“get the Friday stamp day habit" 
Cockfield, Brown & Co., Montreal, 
placed the copy. 
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Big Construction 
Volume Indicated 
in Hospital Field 


Chicago, March 8.—A_ tremen-J—— 
dous construction potential in thei 
hospital field is indicated by the 
annual survey of hospital con. 
struction and maintenance plans 
just completed by Hospital Man. 
agement, which reports that 154 
out of 403 hospitals replying plan 
new construction or building im- 
provements within the next year 

Over 10% — 44—are planning 
complete new kitchen facilities 
and 80 others plan extensive 
kitchen remodeling, while 63 plan 
entirely new laundry plants, and 
43 plan to enlarge existing laun- 
dries to handle more work, while 
an impressive number plan ex- 
tensions or new installations of a ii! 
conditioning equipment. 

Complete details of the survey, 
including a list of specific building 
and maintenance projects, will be 
available from the publication 
shortly. 


Macy Product Exhibit 
Postponed to Sept. 4 


Because of current war condi 
tions and governmental restric 
tions, R. H. Macy & Co., New York 
department store, has postponed 
the opening of “Preview of To 
morrow,” an exhibit of products 
designed for postwar living, from 
May 1 to Sept. 4. 

According to William H. How- 
ard, vice-president and publicity 
director of Macy’s, “for the exhibil 
to be completely successful, ! 
should be held at a time when the 
public interest is directed toward 
postwar plans, and when industry 
is able to turn again to produc 
planning and reconversion.” Plats 
for the exhibit are going «ahead 
and the first list of manufacturer 
and industrial concerns whic): w! 
participate will probably be Tt 
leased around April 1 by Bet 
Bacharach, director of the exiibit 


Maier to Weinberg 


Maier Brewing Company [lL 
Angeles, has placed its adv 
with Milton Weinberg Adve 
Company, Los Angeles. Rad 
outdoor will be included. 
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Night Scene of Mid-Continent Refinery, Tulsa 


peace time, ond therefore, requiring little or no 


ae ; plant reconversion for night and day operation 
eo : after victory comes. This meons a vast army 
" . of workers above average in stability, and in- 
4 come, who constitute a splendid market for 
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6 Years Median 
Aace of Kitchen 
Range, Is Report 


New York, March 7.—A third of 
the homemakers represented in 
Good Housekeeping’s latest con- 
sumer’ panel report purchased 
their kitchen ranges in the 1940-44 
period, with electric ranges at the 
top of the list, the publication re- 
vealed this week in summarizing 
its readers’ range and cooking 
habits. 

Of those who own their own 


ranges, gas ranges were purchased 
by 30.6% during the 1940-44 
period; 40.5% bought the electric 
variety, and 34.2% purchased 
other kinds. Of the 1,483 re- 
sponding, 497 or 33.5% purchased 
their ranges in the 1940-44 period. 

Among those who bought gas 
ranges, 20.8% bought units in 
1938 or ’39; 13.9% in 1936 or ’37; 
9.6% in 1934 or ’35; 5.4% in 1932 
or ’33; 4.1% in 1930 or ’31; and 
4.2% in 1928 or ’29. Homemakers 
who invested in electric ranges in- 
cluded 21.5% in 1938 or ’39; 15.5% 
in 1936 or ’37; 8.3% in 1934 or ’35; 
4% in 1932 or ’33; 2.1% in 1930 
or ’31, and 2.7% in 1928 or ’29. 


x* kkk A Nationwide Sur- 
vey of Radio and 
Electronic Techni- 
cians’ Reading 
Habits sent free on 
request. 

25 WEST BROADWAY 

NEW YORK 7. N. Y 


Purchase of other types figured 
out this way: 1938 or ’39, 8.5%; 
1936 or ’37, 14%; 1934 or ’35, 11%; 
1932 or °33, 6.7%; 1930 or ’31, 
2.4%; and 1928 or ’29, 4.9%. 
Median age of the home-owned 
ranges, as of July, 1944, was 6 
years for the gas units; 5.1 years 
for electric, and 6.9 years for 
others, for a total of 5.8 years. 


Other Ranges Older 


Ages of units not owned by re- 
spondents varied widely, accord- 
ing to estimates of 306 who re- 
plied. Among gas ranges, 3.2% 
were said to be a year old, 4.8% 
two years old, and 15.9% 11 years 
or more. Among electric ranges, 
7.7% were reported a year old, 
7.7% two years old, and 20.5 
four years old. Among other kinds, 
6.3% were said to be a year old; 
6.2% two years old, 12.5% three 
years old, and 25% 11 or more 
years old. 

Average age of the ranges in 
this group, as of July, 1944, was 
6.6 years for the gas units; 5.3 
years for the electric ranges, and 
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Advertising Age, March 12, 194: 


wags 
JANUARY 1945 = 1944 LOSS GAIN 
CLASSIFICATIONS 20 10 0 10 20 
RETAIL 4.6% 
GENERAL w4el 
AUTOMOTIVE 18.9 
FINANCIAL -2.6 
ToTAL DISPLAY 4.0 
CLASSIFIED -3.6 
TOTAL ADVERTISING 7-329 
DEPARTMENT STORES <7.) 
20 10 0 10 2 


HOW DAILIES FARE—Chart by Media Records, showing the January adver. 
tising status of newspapers in 52 cities, compared with linage in those cities 
during January of last year. 


6.8 years for the others, for a total 
of 6.5 years. 

Regardless of income, about 96% 
of the meals are prepared at home, 
and only about 2% have maids to 


do the cooking, the survey showe, 
Seventy per cent or more felt tha 
the broilers on their ranges wer 
satisfactory; those who complaing 
mentioned most the difficulty q 


cleaning the broiler. 
Homemakers’ suggested thes 
future range improvements mos 
frequently; automatic time con. 
trol for oven; glass panel on ove 
door; deepwell cooker; reminde 


ste arrmmmnmeramenee ees —_ 
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‘be 


surprised 


We hoped to 


> clock; larger oven; automatic he 
Pe , control for oven; and simmer type 
es bs é burners. 
we w tually aekoecseaed Jy Srour i Hon 
[ er e ac ua e M Newspaper Representatives As. 


sociation of San Francisco is spon- 
eh eh ned soring a series of luncheon meet- 
tt ings for agency executives, manu- 
facturers and food brokers in the 
bay area, Feature of the luncheon; 
is “A Passport to 30,000,000 Pan- 
tries,” newspaper presentation on - 
benefits of newspaper advertising 
to food brokers. 


says ap ae | | 


Haase to French 


The A. C. L. Haase Company 
St. Louis, maker of meat and bar- 
becue sauces, has appointed Oak- 
leigh R. French & Associates, St 
Louis, as its agency. Al Maesche: 
and Bill Bauer are account execu- 
tives. 


: 5 
CA. Sears, head of Nutty Brown Products, Houston, 
Texas, creators of Nutty Brown Texas Pralines. 


“In considering a mail-order campaign on 
Nutty Brown Texas Pralines,” writes Mr. 
Sears, “we frankly wondered whether any 
publication could consistently create suffi- 
cient traceable business to net us a profit. We 
agreed to a schedule of small-space ads in 
The Rotarian because we hoped to be sur- 
prised. We were actually astounded. 


of these prominent 
Canadians say: 


MACLEAN’S 


“Our sales figures reveal that for every 
dollar spent in The Rotarian we have re- 
ceived more than seven dollars in sales. 
Veteran mail order men tell us this is not : 
merely good but almost unbelievable. In- ' 
teresting, too, is the fact that 40% of the 
orders originated by The Rotarian came 
from women.” 


Recently an independent research 
organization mace a survey ©! 4 
group of men and women listed 
in the 1943-44 “Who’s Who i" 
f Canada.”’ These Canadians were 
asked “What do you consider ‘he 
most important magazine in ©" 
ada today?” Maclean’s Magea:'"¢ 
received far more votes than ®!! 
other magazines compined. 


CENTAGE 
OE ANE TIONS 


MACLEAN’S .. . bi 
38 Other Magazines 367 


(Note: Time 4.5%; Reader's Digest 2 a 
0.8%; Fortune 0.2%—The standings of the* " 
zines are given in view of their mention |" * 

of a survey by Time Inc.) 


en | 


Reproduction of a half column advertisement from The Rotarian 
prepared and placed by Rogers, Gano & Bachrodt, Inc., Chicago, 
advertising agency for Nutty Brown Products, Houston, Texas. 


* * * 


Here is another example of the pulling power 
of The Rotarian . . . ample proof of the high 
reader interest among some 200,000* executive 
subscribers and multiple readership (note the 
number of orders from women). 


*198,506 net paid circulation, Dec., 1944 issue, 


a . 
- “4 , THe Rotarian @ 
Api “To Influence the Influential” 
CPi 35 East Wacker Drive, Dept. 11, Chicago 1, Illinois 


We wish to thank these men »"¢ 
women for expressing their 
opinion of Maclean’s; and to 
our assurance that we will 


And The Rotarian has proved equally valu- 
able to advertisers in widely varied lines such 


Fe ~ a a ie are : eS ffor: to 
as Servel, Inc., Fairbanks, Morse & Co., United Please send me your bulletin, “The Uncovered po “the ee yy co” en 
Airlines, Santa Fe Railroad, Davidson Mfg. Influence Market. placed in us as Canada’s »°* 
‘ . i important magazine. 
Corp., Tension Envelope Co., and many others. RR poet 


The facts and figures that convinced these ad- 
vertisers are contained in our bulletin, ‘“The 
Uncovered Influence Market.'’ Use the coupon. 


MACLEAN 


481 University Avenue.  _.T! 
New York Chicago Montreal Londo 
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-FISHING YOU WOULD Go... for sales 
A in the great women’s market? Then 
remember that your prospects are divided 
into two great groups by their own read- 
ing tastes! 


Half the women in America enjoy read- 
ing women’s service magazines. But the 
other half—the fifty per cent “forgotten” 
by any manufacturer who thinks his mar- 
ket begins and ends with service magazine 
readers—sends the sale of screen-romance 
magazines soaring above demand for the 
service magazines! 


Sally Smith, typical purchaser of Dell 
Modern Magazines, has the highest me- 
dian family income in the screen-romance 
field. She’s 24.9—a beginner housewife 
whose preferences for products for self, 
home and family are still in the formative 
state. Tell her about your product now in 
Dell Modern Magazines—and you'll 
probably establish her as a lifelong cus- 
tomer for your brand! 


DELL PUBLISHING COMPANY, INC. 
World’ s Largest Publisher of Mass Magazines and Books 
149 Madison Avenue, New York 16, N. Y, 


MODERN SCREEN © MODERN ROMANCES © SCREEN ROMANCES 
THE ONLY 74 WOMEN'S GROUP MAGAZINES WITH OVER 1,000,000 CIRCULATION AT [9% A copy! 
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WHKK Begins Broadcasts 


Station WHKK, new Akron, O., 
outlet affiliated with MBS, signed 
on the air Feb. 25 in a broadcast 
before a theater audience of 2,000. 
The station is owned by United 
Broadcasting Company, owner also 
of WHK, Cleveland, and WHKC, 
Columbus. Russell W. Richmond 
is general manager; John A. 
Harrington, sales manager; Lew 
Henry, program director, and John 
C. Roeder, promotional director. 


“BURTON BROWNE & 
ADVERTISING — 


619 NORTH MICHIGAN AVE. 
-- CHICAGO If » DEL, 3800 
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Rural Editors 
Rank GM, GE Tops 


New York, March 7.—Country 
editors rank General Motors and 
General Electric highest among 
10 corporations, based on quality 
of products or service, fair treat- 
ment of labor, and square dealing 
all around, according to an Amer- 
ican Press survey made by J. M. 
Hickerson. 

GM led with 1,780 points, fol- 
lowed by G-E, 1,663, Bell Tele- 
phone, 1,391, and Standard Oil, 
1,251. The remaining six organi- 
zations received ratings as follows: 
duPont, 914; U. S. Rubber, 889; 
U. S. Steel, 870; Institute of Life 
Insurance, 597; Borg-Warner, 404; 
and International Nickel, 358. 

Of the editors responding, 67% 
favor allowing the country’s large 
corporations to go ahead with a 
minimum of regulation, 10% favor 
closer regulation, 21% support 
heavier taxation on large corpora- 
tions than on smaller companies, 
and only 5% think large corpora- 
tions should be broken into smaller 
units. In answer to the question, 
“Would you say that, in general, 
the corporations themselves, in- 


cluding their officers and directors, 
are more favorably or less favor- 
ably regarded than the products or 
services they produce?” 13% said 
the corporations themselves are 


more favorably regarded than 
their products, 65% said less 
favorably. 


Erwin, Wasey, London 


Doubles Accounts 

Erwin, Wasey & Company Ltd., 
London, established in 1919, re- 
ports that it has doubled the num- 
ber of its accounts since the start 
of the war, despite the crucial pa- 
per and manpower shortage in 
Britian today. Most of the ac- 
counts added are British, although 
a dozen American clients have 
been actively advertising there 
throughout the war period. The 
agency is also handling special 
campaigns for the British Ministry 
of Agriculture and the Ministry of 
Home Security. 


Burnham Resigns 


Milton Burnham, assistant pub- 
lisher .of Western Advertising, San 
Francisco, for the past year, has 
resigned, effective May 1. 


5-15% Paper Cuts 
for 2nd Quarter 
Favored by WPB 


Cut Deliveries, Let 
Publishers Set Usage, 
Is Decision 


Washington, March 7. — Three 
months of grubbing for paper were 
ahead for all segments of the 
printing and publishing industry, 
following a decision of WPB last 
weekend to reduce second quarter 
deliveries to publishers, and leave 
the problem of paper usage to the 


individual publisher. 


Accepting: recommendations of 
the industry advisory committee, 
the printing and publishing divi- 
sion was to go before the WPB re- 
quirements committee this Friday 
with a plan calling for a 5% cut in 
deliveries to newspapers, 


paper 


aces cncat® 


REPRESENTING 


Maybe you're interested in 


sponsoring a fifteen minute newscast 


—or an hour long musical. Whichever 


it is, you'll 


be way ahead when you 


buy spot programs that are already 


well established on the air. For these 


programs have built large listening 


audiences and are usually headed by 


well-known personalities who have 


demonstrated their selling ability. 


There are many such good spot 


programs available, ready to go to 


work for your product tomorrow. A 


John Blair Man can tell you about the 
best of them, in markets that interest 


you. Call him in today —he’s a good 


man to know! 


Advertising Age, March 192 


and something ranging bety 
and 15% for other pape 
sumers. 

Following a busy week o{ 


ings with all segments «: 17 
graphic arts industry, J. Ha stein 
man, director of the printirs 3), 
publishing division, said wes 
convinced that consumption uotac 
could remain where they we, 


with the second quarter s) ortag, 
being made up from inventory ~ 
Boren Group Reopens Si yj, 

Meanwhile the House p, 
newsprint committee reopened jt 
paper investigation, with ney, 
blasts at government use of pape, 
and attention to Canadian py, 
production. It may have bern sig. 
nificant that Rep. Francis hag jp. 
troduced a resolution calling for a 
investigation to determine whethe- 
a self-sustaining pulp industry 
could be established in Alaska ang 
the United States Northwes:. 

The WPB decision to go along op 
inventories during the = secon 
quarter came as something of , 
surprise after it had been widely 
predicted that cuts would be ip. 
evitable in view of military ang 
export requirements. 

Publishers with large inventorie 
are to share paper with less for. 
tunate ones. 

Final word on second quarte; 
delivery restrictions awaits the 
meeting of the WPB requirements 
committee Friday. The printing 
and publishing division, once ip. 
formed on the amount of paper 
that can be made, must then de- 
termine with the assistance 0; 
media advisory committee task 
forces, the controls to be placed 
on inventory and deliveries. 

The shortage of newsprint whic! 
may actually run more than 5: 
has resulted from increased news- 
print needs of the armed forces 
and allied nations. The newspaper 
industry’s advisory committee said 
it was confident that first quarte 
newsprint delivery rate could be 
restored during the second half. 

Canadian authorities have ad- 
vised WPB that approximately 
90,000 tons of newsprint cannot be 
shipped because of transportation 
difficulties. 


Boren 
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Approximately 850 Carrier Boy de- 
liver the Standard-Times each ¢°y '° 
the 208,000 residents of this ‘-v'th 
Largest Market in Massachusetts 
Standard-Times carrier boys per: sally 
deliver your advertising messog: '"'° 
the hands of nearly all prosy <''’® 
buyers in this rich market. 


CIRCULATIO™ 


DAILY—Over 50,000 
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ODT Refuses to 
Lighten Ban on 
Trade Shows 


Washington, March 7.—Congres- 
jona! plea for modification of the 
yan on trade shows brought a soft 
No’ from the ODT today, with 
the re: .ssuring observation that “it 

s ho} ed that the total ban will 

only | ,e a temporary measure.’ 
At the request of businessmen 
from small towns and cities, the 
Patma n small business committee 
had é sked ODT to modify the 50- 
man limit for trade shows so that 
merchants could continue their 
established custom of visiting sea- 
sonal merchandise displays at 
regional centers, thus eliminating 
trips to large merchandising cen- 
rs. 
h turning down the committee’s 
request, ODT Chief J. Monroe 
Johnson said his committee will 
not recede from its original posi- 
tion or Make any exceptions to its 
total ban rule. 

Admitting that a hardship exists 
because merchants must make 
several trips instead of one trip to 
a regional show, Mr. Johnson 
noted that the regional shows con- 
tribute to the peak transportation 
load and overload vital hotel ac- 
commodations, 

Meanwhile, ODT announced 
that, in a month, 53 meetings had 
been approved and 1,278 turned 
down. The great majority of 
those approved were church coun- 
cils or labor union wage meetings. 
Most of the remainder were engi- 
neering or health conferences 
closely connected with the war. Of 
45 announced today, 38 were 
church sessions, 


Joins Jorgensen 


Frank Bruguiere, formerly with 
the A. E. Nelson Agency, and 
more recently with Roma Wine 
Company, San Francisco, has 
joined the San Francisco office 
f Richard Jorgensen Advertising. 


MAJOR 


The greatest mistake 
in advertising and 
merchandising is to 
expect minor medi- 
ums to yield major 
results. 


Newspaper cover- 
age should include 
the minorities, but 
the major circula- 
tion in any commu- 
nity comes first. 


Life in Washington, 
socially, politically, 
economically and 
numerically, begins 
with the Times- 
Herald. 


Editor and Publisher 


G imeg Bera 


ee 


iMES- plea . 226,596 


‘he STAR. . . 192,045 

he post . . . 158,051 

the NEWS. . . 102,934 

As of September 80th, 1944 
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National Representatives 
GEO, A, McDEVITT CO, 
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THE NEWS SCOOP 


THAT WOWED THE TEXTILE INDUSTRY 


@ @ © The Textile and Apparel Industries eagerly awaited 
Revised M-385, the WPB order covering cotton textiles for 


civilian use. 


@ @ @ On Friday, February 9, at 10:50 A.M., Washington 
flashed word that Revised M-385 was to be released. 


@ @ @ The Fairchild Washington Bureau immediately 
swung into action . . . despatched the complete order (text, 


charts, tables, interpretations, and all) by plane, train, and 


leased wires, in a race to beat press time and mail train 


departures. 


@ @ @ By mid-afternoon wires were ticking out the text in 


the DAILY NEWS RECORD editorial department. 


@ @ @ All DAILY NEWS RECORD paid advertising was can- 


celled (including 95 daily ads) to make room for the order. 


@ @ @ ON SATURDAY, LESS THAN 24 HOURS AFTER THE DIRECTIVE 
WAS ISSUED, 50,000 TEXTILE AND APPAREL MEN WERE EAGERLY 
READING M-385 IN THE DAILY NEWS RECORD! 


That's the type of news coverage that makes 
DAILY NEWS RECORD a must in the Textile 


Industry ...a must for your textile advertising! 


tly News Recor 


THE ONLY NEWSPAPER FOR 


TEXTILES MEN’S WEAR DOMESTICS 


: FAIRCHILD PUBLICATIONS +8 EAST 13th ST, NEW) YORK 3, N.Y. 
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Battle Com & 
tion's oldest n Steam Pump wad SS ae oe 
Marsh Pumps Inc. nufacturers of a complete 


peng eos tor ‘every industrial use- 


;|Monitor Launches 
Trade Campaign 
fo Win Dealers 


New York, March 8.— Monitor 
Equipment Corporation, an or- 
ganization of distributors which 
will market electric appliances 
made by various manufacturers 
under the Monitor name (AA, Oct. 
9 and Dec. 18), is launching a 
business paper campaign to deal- 
ers with a double-page spread in 
the March Electrical Merchandis- 
ing. 

Headed by T. K. Quinn, former 
vice-president of General Electric 
Company, and former president of 
Maxon, Inc., Monitor now em- 
braces 45 distributors and expects 
to have 15 more. Rex Cole, Inc., 
former G-E appliance distributor 
in New York, has just been an- 
nounced as “definitely in” the new 


set-up. 
The business paper campaign is 
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A POSTWAR HOUSEHOLD WoRD . MONITOR SEST FOR BETTER Livine 
-_ 


READY FOR BUSINESS—Monitor Equipment Corp., distributive organizetion 

to market electric appliances made by various manufacturers under its own 

name, launched its drive for dealers with this spread in March Electrical 

Merchandising. It stresses the "most complete line of appliances ever offered 
dealers under one brand name." 


being placed through Buchanan &|business papers may be added 
Co., but no formal agency appoint-|Consumer advertising plans wi) 
ment has yet been made. Other] wait at least until after V-E Da; 


With most media it is difficult 
and costly to single out and sell 
the logical prospect. With Point 
of Purchase advertising it is easy 
and inexpensive because your 
appeal is exerted upon the pros- 
pect who is at the store, with 
purse in hand and in a buying 
mood. 


*POINT OF PURCHASE ADVERTISING 
IS A POWERFUL SELECTIVE SELLER 


with the 


128 


FOR ONE WEEK, 


’ Stresses Complete Line 


The opening insertion empha. 
sizes the theme, “Monitor: Bes 
|for Better Living” and “the mos 
complete line of appliances eve 
offered dealers under one bran 
name.” The spread has been re. 
produced in a four-page folde 
20,000 copies of which have been 
printed. 

Monitor, the folder says, is “of 
by and for the independent.” | 
addition to “giving you enoug 
home appliances and equipment 
for year round business profit 
Monitor gives you sufficient neigh- 
borhood territory, one distribut 
source of supply, identified Moni- 
tor retail stores that will be ad- 


with the complete line of Monito: 
products.” 

Monitor products, the retailers 
are told, are “approved by a blue- 
medal jury, a five panel nationa 
appliance group from every stat 
Every Monitor product must have 
this approval. The _ blue-meda 
jury will be featured in advertis- 
ing.” 


Lester Appointed 


George Lester, formerly wit 
Factory Management & Mainte- 
nance, has joined the research staff 
of McGraw-Hill Publications 
working out of Pittsburgh. 


Let JOHN B OPDYCKE 
GET IT RIGHT! 


Desk manual. «! 
er's guide anc sectt 
tary’s handbook. A 
unusually (rus! 
worthy abridgment 
what would ordine 
ily be seven o- ete 
books."’ Cheistia 
Science Monitor 
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692 pages (in exed 
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TAKE A LETTER 
PLEASE! 
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vertised nationally and _ locally§ 
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THE WEEK BEFORE 
THE DISPLAY 


569 Packages Sold 


PAPERBOARD | 
| 
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y 


\ CHICAGO 
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The manufacturer of a well-known advertised brand of dog food 
collaborated with COLLIER’S Magazine to make a test in 18 grocery 
stores in 11 states, from Maine to California. A careful check was 
made on sales for one week and then displays were installed in the 
18 stores. The first week’s sales without the display were 569 
packages. The display increased the sales during the following 
week to 1289 packages . . . a net increase of 126/2%., 


The display increased the grocer’s profits in even greater ratio, due 
to the fact that many customers previously buying cheaper brands 
now bought the advertised brand. 


(Authentic data furnished by POINT OF PURCHASE ADVERTISING INSTITUTE, INC.) 


ARVEY CORPORATION 
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JERSEY CITY SR. 
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ewscast Series 
to Plug Several 
Nabisco Brands 


New York, March 8.—National 
t Company, for nine weeks 


ot * the summer, will promote 
Honcy Maid graham crackers via 
newscasts on about 100 stations 
east of the Rockies. Nabisco is 
currently promoting Premium 
crackers on the same time, 
through McCann-Erickson, Inc., 
New York. 

The Premium brand name shifts 
over to Snow Flake on the West 
Coast, where newscasts are being 
used on the Don Lee Network and 
independent stations. Botsford, 
Constantine & Gardner, San Fran- 
cisco, is in charge in that area. 


Nabisco shifted advertising on 


Lee Company, Danbury, Conn., 
will expand from 34 to 175 Mutual 
stations when it moves March 25 
from Wednesday, 10-10:15 p. m., 
EWT, to Sunday, 2:45-3 p. m., 
EWT. William H. Weintraub & 
Co., New York, was recently 
named agency for Lee hats. 
CBS Starts News Co-ops 

Beginning March 18, the Co- 
lumbia Broadcasting System will 
offer three news periods for coop- 


}erative sponsorship. The periods 
on EWT are: 8-8:15 a. m.. Mon- 
day through Saturday; 9-9:15 


a. m., Monday through Friday, and 
11-11:15 p. m., seven nights a 
week. 
Textron Sets Show 

Textron, Inc., New York, on 
Feb. 27 began sponsorship of Helen 
Hayes in the Sunday night spot 
over the Mutual Network orig- 
inally planned for Clare Booth 


Luce. The show is titled “This is 
Helen Hayes,” goes out over the 
entire net. J. Walter Thompson 
Company is the agency. 
Mutual Airs ‘Topics’ 

Beginning March 25 the Tri- 
mount Clothing Company, Boston, 
will sponsor Dorothy Thompson 
over 60 stations of the Mutual net- 
work. Program will plug Clipper 
Craft Clothes. Emil Mogul, Inc., 
New York, is the agency. 
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Deepfreeze Appoints 


G. H. Smith has been appointed 
vice-president and general man- 
ager of the Deepfreeze division of 
Motor Products Corporation, Mil- 
waukee. Previously he was a mer- 
chandising counselor with Magna- 
vox Company, and before that 
general sales manager of the Hot- 
point division of Edison General 
Electric Appliance Company. 


biscuits and crackers from news- 
papers to newscasts at the first of 
the year (AA, Jan. 8). Magazines 
also are scheduled. 


Discontinues ‘Mary Marlin’ 


Standard Brands, New York, 
after the April 13 broadcast of 
“Mary Marlin” on the full CBS 
network, will discontinue’ the 
series, which promotes Tenderleaf 
tea and Fleischmann’s yeast. Pro- 
gram is heard five times weekly, 
3-3:15 p.m., 
through J. Walter Thompson Com- 
pany. 

Seven Up on MBS 


The Seven Up Company on April 
4 will begin sponsorship of a new 
comedy - variety show featuring 
Barney Grant as m. c. on the full 


' MBS network, Wednesday, 8:30- 


§p.m., EWT. Originating in New 
York, the show will be rebroad- 
cast for the West Coast. Contract 
is for 52 weeks. J. Walter Thomp- 
son Company, Chicago, is the 
agency. 


Lee Adds MBS Stations 


The Dale Carnegie series “Little 
Known Facts About Well Known 
People,’ sponsored by Frank H. 


Industrial Power—KWH 


In Tulsa Increased 


17.67% 


59 
‘ a 
49 LS 
174 


December 
1943 


December 
1944 


In the Tulsa Area 
OKLAHOMA'S 
NO. 1 MARKET 


plus rich bonus counties in 


Kansas, Missouri & Arkansas 


is 
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only by 
KVOO 


EWT, and is placed | 
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POST. 
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_ THE BIG THREE z 


National Representatives: Hearst Advertising Service 
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Pedi Coast's y 
new ‘A’ markets 
together for you! 
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Start an endless chain of profitable sales now 
by reaching 4 out of every 10 families in the Pacific Coast's 
giant "A" markets! 

Your choice of: 

@Run of paper in black-and-white. 


space units. 
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Pictorial Review color or black-and-white: 
| 000-line 
for 1945 still open . 
Group rate... 


space 


. . if you act now. 


. one order, one operation. 


Pacific Coast Sunday Group 
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Paper Appeal Put 
on 69 Stations 
in 20 States 


New York, March 7.—An appeal 
for paper salvage is being broad- 
cast for the Periodical Publishers 
National Committee over 69 sta- 
tions in 57 cities of 20 states and 
the District of Columbia. A total 
of 54 participating programs and 


forest products over 64 stations in 
as many cities of 13 eastern and 
southern states, including New 
York, Pennsylvania, Virginia, 
North Carolina, South Carolina, 
Tennessee, Georgia, Florida, Ala- 
bama, Mississippi, Louisiana, Ar- 
kansas and Texas. Programs are 
neard, chiefly Mondays through 
Saturdays, in the early morning, 
most often between 6 and 7 a. m., 
EWT. Albert Sidney Noble, New 
York, handles both campaigns. 


SCHENLEY CARTON 


outgoing shipments were packed 
in reconditioned cartons. Scnen- 
ley’s conservation and reclama- 
tion program was intensified in 
January, 1944, at which time the 
salvage campaign was set up on a 
45-state basis. 


Issues Research Guide 


A 36-page booklet, “A Com- 
pany Guide to Marketing Re- 
search,” has been issued by the 
American Management Associa- 
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| Golling POTSCI DOO 


Lt. Ralph B. Mulligan, who in civil life is a partner in Sche re, 
& Co., newspaper representative, was in Chicago March 3 to ‘ako 
command of his new ship, an LSM, commissioned on that «to 
Lt. Mulligan has seen two years’ service in the Mediterranea on 


an LCI... 


Maj. Frank R. Otte, former acct. exec. in the Cleveland office of 
Fuller & Smith & Ross, who recently returned to the U. S. sjter 


Key 
194 


custo! 
nate 


: spot announcements over about 15 tion as an aid to small and large| two years in the China-Burma-India theater, has b 1d th venti 
) stations are heard principally on | SALVAGE TOTALS companies in setting up or reor-| Broree Star for his service with the 14th die inteen Speen =. on ae 
morning programs, many times | 21,000,000 POUNDS ganizing market research depart-| }y6’s now at the Army Air Force ens John | 
Mondays through Fridays. New York, March 7.—Nearly|ments “or their equivalent.” It) oii school of Applied Tactics ing an 
: The northern tier of states as far| 21,000,000 pounds of paperboard | lists sources of market informa- a ene eee b set t "Mr. 
west as Missouri and South Da-| were salvaged last year in carton | tion, describes functions of market| is next assignment wae © comp 
kota is being covered. collections by Schenley Distillers | "esearch, tells how to select per-| Barksdale Field, | Shreveport, stress 
A similar campaign is being run| Corporation.’ Under the plan, cor-|S0mnel for research work, etc,| La. There he won't be too far ing ho 
i by PPNC for farm production of | rugated pads, liners, and parti- | Designated Research Report No. 5| from his wife, who is field di- make 
tions, as well as cartons, are col-| 0f AMA, it may be obtained for| rector for the Red Cross at foods, 
; lected from wholesalers and re-| $1.25 by non-members from AMA] gBattery General Hospital, Rome, alloca’ 
| tailers and returned to regional| @t 330 W. 42nd St., New York 18.) Gg,” produ 
| 4 ib noe ee ee and BEATS Herb Graffis, columnist of the “e 
Most successful drive of the 1944 Van Leyen Joins R-J Cnteago Times, editor af Gotj- state | 
campaign, reported by Carl J.| Walter A. Van Leyen, previously | #9 and Golfdom magazines and agricu 
Kiefer, vice-president in charge of | art director for Ruthrauff & Ryan,| Tadio commentator, just re- ductin 
FREE new pfoots unusual adv. | production, was in the company’s|New York, has joined Redfield-| turned from overseas reporting, tising 
) Plow priced subscription pian. | | LAWrenceburg, Ind., plant, where, | Johnstone, Inc., New York, in the} told the Chicago Radio Man- a aes Gea tee a gram 
EVE*CATCHERS. 0E.38S.n. g | during a 30-day period, 85% of all| same capacity. agement Club Feb. 28 that [ore OO" 8 as ohh oe. on 
= Yanks under the most severe meeting. Others are William J. Mc- level 
; German shelling are little af- Donald, Time, and Paul Swaffield ” ie 
fected by it. He attributes their advertising manager of Hood Rubber and 
poise under fire to their having Co., club president. comrr 
been raised on the American Hall” 
blast-type of radio commercial, and says, “They think one extra- sleeve 
loud type of German explosion is just another American commercial comp 
for a deodorant.” .. 
The 40th anniversary of the first home radio set was celebrated 
Feb. 17 when the FCC granted Hugo Gernsback, radio pioneer and Kri 
publisher of Radio-Craft, permission to demonstrate his 1905 set yage 
at the annual dinner of the Veteran Wireless Operators Ass’n in lor €\ 
New York. To do this, the Commission waived sec. 2.77 of the ane 
radio regulations, so that an unlawful and outlawed transmitter uot 
could operate legally, and assigned the Gernsback 1905 “station” Even 
the call letters W2XEF... man’: 
Robert L. Gibson, recently appointed adv. and sales prom. mgr. of the e 
G-E’s chemical dept., Schenectady, N. Y., was guest of honor at a will 
dinner given by the Schenectady adclub, of which he is a former Whir 
manager. .. A. E. Breitenstein, of the ad dept. of the Cincinnati ne 
Enquirer, received a special Valentine Feb. 14, in the person of a a 
grandson born that day... And the arrival of Catherine Brassington the 1 
put True Story’s Bill Brassington one up on Eddie Cantor. He now 
has five daughters and one son... 
Was 


WINNERS GATHER—Bing Crosby and Buddy De Sylva, producer of "Going 


My Way," are shown here with the two Photoplay gold medals they won 

in a Gallup poll sponsored by the magazine. Left to right: Henry Ginsberg 

vice-president, Paramount; Fred R. Sammis, editorial director, Photoplay 

Crosby; Carroll Rheinstrom, executive vice-president, Macfadden Publications 
De Sylva; and Y. Frank Freeman, vice-president, Paramount. 


Tom McMahon, McCann-Erickson’s director of public relatio: 
in New York, is in the hospital recuperating from appendicitis. 
Lt. Comdr. Lloyd E. Yoder has returned to head KOA, NBC De: 
ver outlet, as general manager after almost three years on acti 
duty with the Naval Reserve... 

Dr. Achilles N. Sakell, chief of the foreign language press & ra‘ 
division of OWI, was married recently in Washington to Alexand Son 
Georgiades of Los Angeles. . . Don Butts, ass’t ad and sales servi side 
mgr. for Florida Citrus Commission, recently completed a tour side 
suburban market territories in the metropolitan NY area in conju! 


“THIS WILL BRING ’EM IN!” 


Lifebuoy talking foghorn, the Bromo- 
Seltzer talking train, the Lone Ranger 
talking hoof-beats, etc. But there are 
many other sounds which Sonovox can 
transform into striking, interruptive, effec- 


If you've been plugging gasoline and oil 
in radio, you certainly know the difficulty 
of making your commercials “different.” 
All gasoline is easier-starting and powerful 

all oil is oily and wonderful! It’s no 


‘ . , ; : USL 
wonder that listeners get confused as to tive human speech or song. Sonovox gives tion with a special tangerine promotion. . . Irving E. Rogers, & poli 

; act . i: 5 : mgr. of WLAW of Lawrence, Mass., is a member of a commit 
sponsor identity. commercials far more distinction, far more promoting a Boston Port Authority bill now pending before | Yor 
; _ individuality, far more advertising value. Mass. legislature. . . 41,2 
So here comes Sonovox! Sonovox never ; - : Comdr. John D. Lamade of the Williamsport, Pa., Grit fam Bro» 
fails to “stop” listeners—never fails to be Now Sonovox is available not only for big rated a picture and story in a recent NY Times, and a “Hats O! 105 
more interruptive and memorable—never national shows, but also for a few care- salute from New York’s PM Feb. 28 for his leadership of a N: Bro 
fails to increase sponsor identification! fully-selected, blue-ribbon local accounts air group which sank 200,000 tons of Japanese shipping in one get 
in key markets. If you want the facts, drop a ae in .~ China a and ba 4,555 sorties knocked out top 

ys ' ‘ ’ anes g stroy sr : avy cri 
What is Sonovox? You've heard it as the us a line today. Auditions gladly arranged. Se eae ae gi tinnnnye gg way rele phon salle Bro) 
and 6 heavy cruisers, and either destroyed or damaged 269 ot To 
vessels. . . use 
| Lt. John Alden Joice, 25-year-old son of Clyde M. Joice, pr (10 
WRIGHT- SON OoOvVOX INC | dent of Goodkind, Joice & Morgan ad agency, Chicago, was da 
+ J = | cently awarded the Distinguished Flying Cross and the Air Me Jet 

« i ¥ 8 - ’ | Lt. Joice is in India with the Air Transport Command flying 
Talking and Singing Sound’ “Hump.” He is on military leave from Collins, Miller & Hutchi! - 

FREE & PETERS. INC., Exclusive National Representatives Chicago engraver. . . 

Sgt. Marion Hargrove, feature ed. of Yank and author of B 


best seller, “See Here Priv argrove,” ., ye t 
Som: ot taal —~ Sony aay est s r e e Private Hargrove,” and Mrs. Hargrove h 


Franklin 6373 Plaza 5-4130 


SAN FRANCISCO: 11) Sutter 


, HOLLYWOOD: 633: Hollywood ATLANTA: 322 Palmer Bidg. 
Sutter 4353 


a son, Christopher, born Feb. 28 at Le anitarium, N 
Holly wood 2151 Main 5667 P : Roy ‘Sanitarium, 
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Customer Service 
Keynote of Kraft 
(9/5 Ad Program 


Chicago, March 6.—“Service to 
ystomers” will continue to domi- 
nate Kraft Cheese Company’s ad- 
yertising, as its 25th consecutive 
campaign begins, according to 
John H. Platt, director of advertis- 


company’s 1945 advertising will 
stress consumer service in show- 
ing housewives how to stretch and 
make the most of the wartime 
foods, while efforts will be made to 
allocate limited supplies of Kraft 
products on a fair basis for the 
trade. 

“In cooperation with various 
state extension services and other 
agricultural agencies, Kraft is con- 
ducting a closely integrated adver- 
tising and public relations pro- 
scram to assist dairy farmers in 
their efforts to maintain milk pro- 
duction at the highest possible 
level,” he said. 

In the consumer field, magazine 
and newspaper copy and radio 
commercials on the “Kraft Music 
Hall” and “The Great Gilder- 
sleeve” will closely advance the 
company’s theme. 


Color Used Extensively 


Kraft color ads in page and half- 
page space have been scheduled 
for every month in the year in The 
American Weekly, Good House- 
keeping, Ladies’ Home Journal, 
McCall’s, This Week, The Saturday 
Evening Post, True Story and Wo- 
man’s Home Companion. During 
the early part of the year cheese 
will be stressed. Later, Miracle 
Whip salad dressing and other 
Kraft salad products will be em- 
phasized. Meanwhile, all con- 
sumer magazine ads will forecast 
the return soon of sraft Ameri- 


aaa 
IS YOUR COVERAGE 
"RIGHT"? 


Sometimes it helps your right 
side to know what your left 
side is doing: i.e., you may be 
Using all four afternoon metro- 
Politun dailies to cover New 
Yor}: yet. in Queens, with 
41.2). fewer families than The 
Bron metropolitan dailies have 
105.091 more circulation; in 
Bro ‘yn, 295,000 more families 
get . 1,171 more copies of met- 
Tope. ian dailies than in the 


To cover The Bronx, you MUST 
use ae Bronx Home News 
‘101.25 daily, 105,586 Sun- 
day 90% home delivered, 
##'. g your advertising home, 
Wh:-e it counts. 


©. Publishers’ statement, Sep- 
er 3th, 1944. 


8. ONX HOME NEWS 


Bronx 55, New York 
ee 


can and Old English cheeses. 

A special magazine campaign is 
announced for Parkay margarine, 
consisting of full-color page and 
half-page insertions in The Ameri- 
can Weekly, Ladies’ Home Jour- 
nal, McCall’s, This Week, True 
Story and Woman’s Home Com- 
panion, and black and white page 
and double spread insertions in 
What’s New in Home Economics 
and Forecast for Home _ Econo- 
mists. In addition, the product 
will be plugged on “The Great 
Gildersleeve”’ show. 

Pabst-ett also will have an in- 


dividual schedule, with a series of 
196-line black and white ads in 
The American Weekly in addition 
to 100 and 250-line ads through- 
out the year in newspapers cover- 
ing selected market areas. 

Kraft mustards, featured re- 
cently in tag spots on the Kraft 
radio programs, will be given more 
radio promotion later in the year. 
Jar cap and package insert adver- 
tising will continue and the prod- 
uct will be included in some of the 
consumer magazine ads. 

Besides the stepping up of ad- 
vertising for a long list of Kraft’s 


industrial products, the company 
will increase its farm public rela- 
tions program in principal milk 
producing areas, Mr. Platt said. 
Agencies for Kraft are J. Wal- 
ter Thompson Company and Need- 
ham, Louis & Brorby, Chicago. 


Adopts Insurance Plan 
Abbott Kimball Company, New 
York agency, has adopted a new 
program of life insurance under 
which, entirely at company ex- 
pense, employes will receive from 
$1,000 to $5,000 life insurance and 


27 


up to $150 for surgical operations. 
The plan also includes visiting 
nurse care in areas where the in- 
surer, Metropolitan Life Insurance 
Company, maintains its visiting 
nurse service. 


MULTIGRAPHING 
MIMEOGRAPHING 


John a McElwain « Co. 


A DIRECT MAIL SERVICE 
Phones Webster 2336-7 
607 S. DEARBORN S8T. CHICAGO 
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Heart of the whole enormous TVA development which 
has attracted some of the largest industries in the 
world to utilize its huge reservoirs of low cost power, 
Knoxville has been transformed into a giant new in- 
dustrial empire. With its 21 colossal dams constituting 
the world’s largest power system, TVA has brought 
Knoxville incredible prosperity and growth. 


ment 


your 


Knoxville. 
greatest 
vancement of the 
ville’s growth and prosperity 
should be permanent. 


KNOXVILLE LED EVERY CITY 
IN AMERICA IN 
TAIL SALES GAINS! 


1944 IN RE- 


Based on Federal Reserve Bank 
figures, J. B. & W. G. Brownlow 
Monthly Letter also states that 


Knoxville led the nation in depart- 


stores sales gains in 1944. 


The 1944 city directory population 
for Knoxville is 201,969. Whatever 


plans, be sure to include 
Based on TVA — the 
single factor for the ad- 
South, Knox- 
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Stein, Hall Merges 


To insure more efficient opera- 


tion, Stein, Hall & Co., New York,| Tie in Television 


maker of gum and adhesives, has 
merged its subsidiary, Stein, Hall 7 

Mfg. Company, Chicago, and is be- Series on WNBT 
ing operated under the name of 


expansion of the New York office, 
the city laboratory will be located 


at Stein-Davies Company, Long 
Island City, the corporation’s fac- to start March 19 (AA, Feb. 19), 


Pan Am Color Ads 


. New York, March 8. — Pan 
To provide for the| American World Airways, after 
announcing last month plans for a 
weekly television series on WNBT 


has now revealed that its 1945 
magazine campaign will be built 


of Democracy.” 

The first insertion—a four-color 
spread—will appear in the March 
26 issue of Life, followed by two- 
color pages in Collier’s, four colors 
in The Saturday Evening Post and 
Fortune, and _ black - and - white 
spreads in Time, Newsweek and 
U. S. News. 

The first telecast on WNBT will 
feature a visual trip to Rio de 
Janeiro and copy of the first maga- 
zine ad will be headed ‘“‘Last week 
hundreds saw Rio by television... 
Tomorrow thousands will go to Rio 
by Clipper.” 

Pointing out that the war held 
back Pan American’s plans for 


around the video program, “Wings 


lest week { 
hundreds sow Rio 
by television . . . 


will qo to Rio by CLIPPER 


ff? 
fo 


PAN AMERICAN 


ae Horto Annas 


START OF SERIES—This full-color spread in the March 26 Life will inaugurate 
an extensive new magazine campaign for Pan American World Airways, built 
around the airline's new television show on WNBT. 


high-speed, low-cost transport 
throughout the world “within 
reach of the average man and 


woman,” the copy describes Pan 
Am’s orders for 100-passenger, 
300-mile-an-hour Clippers, reach- 


: 


They will be in the market for electrical appliances when available. 


Thousands of such timely facts are in The Journal’s recent consumer study. 


SEVEN out of ten Portland home-makers say they do 
not expect big changes in appliance design immediately 
after the war. Sure, they'd like the designs of the future 
in their homes, but they're more concerned with obtain- 
ing good appliances just as soon after V-Day as possible. 
They ve got money in their pockets, and definite ideas 
about their present and immediate postwar buying. 


The Oregon Journal can tell you almost all the in- 
timate details of Mrs. Portland’s current and postwar 
shopping list. These details came direct from the 
women of Portland themselves. 


Trained interviewers of R. L. Polk & Co.’s research 
staff visited every twentieth home in Portland, securing 
information for this down-to-earth census of Portland 
consumers. It is the inside story of the buying habits 
of Portland families. It contains hundreds of thousands 
of exciting facts about the Portland Market .. . vital 
statistics about Portland families...their buying 
habits...their brand preferences... their postwar 
plans! It was made expressly for, and is available ex- 
clusively through the Oregon Journal.* 


This study of the Portland Consumer Market is a 
yardstick by which you can better plan your advertising, 
merchandising and sales efforts in Portland, Oregon. 
You can know in advance the potentials of this market 
for your type of product. 


With the Oregon Journal as your advertising medium, 
you get intensive coverage in this important area. 


*A note on your business letterhead to the advertising director of 
The Journal, or Reynolds-Fitzgerald, Inc., will bring you informa- 
tion you desire about the Portland, Oregon Market. 


best, spending their brains 


mg 


A NEWSPAPER IS PEOPLE! 


People make it! People read it! The Journal is 
Portland's favorite newspaper because the people 
who work on The Journal make it so. This newspaper 
is staffed by folks who, as newspaper men and 
women, have a keen appreciation of their re- 
sponsibility to the community. They are people 
with ideas and ingenuity, each day giving their 


serving their fellow citizens by producing a first- 
class newspaper that has the confidence and 
admiration of the community. 


JOURNAL 


PORTLAND, OREGON 
Afternoon and Sunday 


Member. . 
and Pacific Parade Groups 


and energy freely, 


.. Metropolitan 


National 


Representatives 
REYNOLDS-FITZGERALD, Inc. 
New York + Chicago + Detroit 
San Francisco +los Angeles 


i: 
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ing Rio from New York” j 
than 20 hours.” 

Subsequent insertions wil 
ture postwar Clipper trips t ich 
points as London, Paris, 
American cities and Hawaii, 
One of the reasons for the 
magazine - television cam 
Pan Am says, is the high © -gree 
of interest in any ad fea: ring 
television discovered throug. re. 
cent readership tests of mazizine 
advertising. Agency is J. \/ alter 
Thompson Company, New Yori. 

Pan American in the pas' few 
weeks also revealed its con racet 
with Consolidated Vultee Ai: raft 
Corporation, San Diego, for a post. 
war fleet of six-engined clippers 
with a range of 4,200 miles «nd 4 
capacity of 204 passengers anc 15,. 
300 pounds of baggage and ex. 
press. Production on 15 of ‘hese 
giant double-decked planes w’i!! be 
started as soon as wartime restric. 
tions permit. Flight time via one 
of these Clippers between New 
York and London is placed at a 
little more than nine hours. 


Westinghouse Changes 


Name of 2 Divisions 

The radio division of Westing- 
house Electric & Mfg. Company 
Pittsburgh, has been changed t 
the industrial electronics division, 
and the former radio receiver di- 
vision becomes the home radio di- 
vision. The latter will manufac- 
ture radio and television receivers 
for home use after the war, while 
the industrial electronics division 
will continue to build commercial 
transmitting and receiving equip- 
ments. 

C. J. Burnside, for the past thre 
years manager of the radio divi- 
sion will head industrial electron- 
ics, and Harold B. Donley, mana- 
ger of the radio receiver division, 
will be in charge of home radio. 


Name Furniture Group 


Charles R. Sligh Jr., president, 
National Association of Furniture 
Manufacturers, has been elected 
chairman of the Furniture Re- 
search Advisory Committee set up 
last January by furniture manvu- 
facturers and retailers to supervise 
a survey of the furniture industry 
to be conducted by the national 
research division of House & Gar- 
den. Dr. Albert Haring, professo: 
of marketing, Indiana University, 
is assisting the committee as a 
special consultant. The survey 
will first attempt to find out gen- 
eral trends “along postwar lines” 
and later will include a national 
study of consumers’ needs. 


Publish ‘Dog Research’ 

Gaines Dog Research Center, 
New York, has begun publicatio 
of “Dog Research Progress,’ de- 
scribed as a journal of summar) 
and comment published periodi- 
cally as a service to dog breeders 
and veterinarians. Harry Mille! 
of Gaines is editor. 


Issue ‘Aerolog’ 

Steck Company, Austin, Tex 
publisher, has announced pub 'a- 
tion of Aerolog, a directory 0! 
plane, engine and propeller parts 
for convenience in ordering in 
emergency cases. The listing 
tains ordering information, «nc 
names of parts distributo: 
sections of the country. 
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€Ss ¢ Y MMM j ; bility for infringement in case any | techniques. 
1944 Production Bert en ae Appeal ASCAP Ruling : consti fa na compositions Campaigns dating back to 1936 
i@a- . eneral " manager of Minnesota The Woodmen of the World Life | were played on their premises by | are also on hand. 
ich {F rozen Foods oF ; Mf 2 h Insurance Company, former owner | musicians. 
tin 0 “ rage, SB meng ee — 'of Station WOW, Omaha, and Jo- ‘onium 

gear ice 5 ’ --* | seph Malec have appealed to the ° ; : : 
the Inc: eases by 35 % Scotchlite is a safety reflective sg Sevens Cait from a Met Group Binds Ads aie se Sar AN 
ign, New York, March 7.—The year | Material. lower court decision dismissing| The 57 different advertising | aaa G i 
ree BByo44 ywed a 35% increase over |, J Ere ep ae re their suits to recover $298,319 and|campaigns appearing in Metro- 
ing fMj943 in frozen fruit and vegetable Radio-Cratft Appoints $50,707, respectively, from the |politan Comics Group newspapers 
re- Production, says E. W. Williams,| Radio-Craft, New York, has ap-| American Society of Composers, |during 1944 have been bound in 
ne PMpyblisier of Quick Frozen Foods, | pointed Ralph W. Harker as Pa- Authors and Publishers. The suit | book form and are available at the | = 
‘ter in a ‘orthcoming booklet, “The/| cific Coast representative. Mr.|involves sums paid ASCAP, be-|Group’s library in New York to THE LETTER SHOP, ame. 
: story of the Frozen Food Industry | Harker maintains Los Angeles and | tween May, 1937, and May, 1941, to | copywriters, art directors and pro-| | 481 &. Dearborn St., Chicago 5, Iinois 
‘ew fjand the Magazine that Grew Up|San Francisco offices. insure Malec and WOW from lia-|duction men wishing to study the d 
act BBwith [t”’ Last year’s production 
aft HB was estimated at 600 million 


st. sounds, compared to a 1943 figure 


Ys of 510 million pounds. An esti- 

da BB mated 700-800 million pounds will i ae 

15,- Bpe produced in 1945. EE SSS 
ex- Today the commercial frozen] ¢ tag ee ee ee an 


ese foods business does a retail sales in a — 
| be ume of about $200 million 
stric- yearly it is reported, compared 

one HB with $17 billion of perishable food 

New aol There are now between 


at a 995000 and 40,000 retail stores sell- 


ing frozen foods. HOME OF 


The industry is composed of 


4 
25 fom 450 to 500 processors of WIL - A D \S 
fruits, vegetables, seafoods, meats 
and poultry, the study says, adding CL, id 
ting- that until recently most of the a A Vy 


Dany production went into institutional 

d to MJand industrial markets, but re- 

sion, f§cently the swing has been strongly 

r di- HBtowards the retail package. C 

Oo di- An important trend, Mr. Wil- 

ufac- Hliams believes, is the fact that > 

ivers many frozen food processors who 

vhile have hitherto packed for others, 

ision Mare now putting up more and more 

‘rcial f their own production under 

juip- Mtheir own labels. Postwar packers 
likely to become important factors 

three in commercial freezing, Mr. Wil- 


divi. Hgliams thinks, include Standard 
tron- Brands, Libby, McNeill & Libby, 


ana- California Packing Corporation, 
‘sion, H. J. Heinz, Swift and Armour. 
dio. Firms like these, Mr. Williams 


iys, base their estimates on a 10 
illion pound industry within five 
? years 
dent, 


iture M Noise Abatement 


= The National Noise Abatement 
t up Mee juncil, New York, has announced 
anu. (goat this year it will make a na- 
rvise Mg uonal award to the city whose 
istry @gcchievements in noise abatement 
‘onal Mao the year ending May 5—and 
Gar- during National Noise Abatement 
accor fg eek, April 29-May 5—are judged 
sity, jg most outstanding. This new award 
ac a ull be in addition to awards for 
vay est efforts by four cities in va- 
pie rious population groups. 
ines” 
ional 
— ’ +L: t TI EA 
cen rte tickin to hg REM sat 
de- ’ oF, Yt a Si dt ~ rd “ts i 3 . ee ” . 
—_ Our niftin. ty ne} eee NP eee] = The world knows of the spectacular Willys “Jeep” and its 
iodi- PY ee eel is "4 fsa \ a : 
ders Bu W. Still Know). 1b EDF NS ew ee accomplishments on all fronts in this war. The world knows ieee 
iter ~ var oar aie ” : f et 3 " 
ae *. . . . 
e QU tg age BPs wor too, that it is a product of Willys-Overland Motors, Inc., one of 
‘ ” eae Soe ; 9 ° 
What's Cooking mG; * Toledo’s 500 manufacturing plants. 
“ +H E Today much thought is being given to the possibilities for 
Mn in ome Economics : we a : 
po PRACTICAL Home Economics is the Willys “Jeep” in the postwar period ... both at home and 
i edited by home economists exclu 5 : > : . 
1d tively for professional members of abroad ... for its potential use in industry, in agriculture and 
nd he home economics field. No fringe 


ition. No dilettantes or house- 


in other civilian occupations when the war is over. 

'" ACTICAL has pioneered most 

— of (ce innovations in home eco- ze 
ne * publishing. 2 

aaa OR INSTANCE .. . the 
corrent series on “‘The History 
°! Home Economics in Amer- 
i Everybody talked of the 
need for such a history. PRAC- 


I AL did something about it. 
! 0 reprints of early instal- 
' ts have been necessary to 

t the demand for this fea- 


= 


...and this is the TOLEDO BLADE 


For 109 years The Blade has kept abreast of the times keeping its loyal readers 
well informed through abundance of local and national news, outstanding 
columnists and features and the Associated Press, United Press, International 

News Service and the Chicago Daily News Foreign Service. This may well be one 
reason that The Blade has Ohio's second largest evening circulation. 


Metropolitan Toledo T O LE D QO B LA D iD 


is now ready for dis- 


aa <cal rea eae One of America’s Great Newspapers 


\CTICAL’S standing as a 
} ssive professional publication 
IS cated by the fact that 11,285 
rhe Economists voluntarily pay 
f RACTICAL. Readership is 
vatively estimated at 23,000. 
each these influential buying 
s take 
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@ copy. 
REPRESENTED NATIONALLY BY PAUL BLOCK AND ASSOCIATES 


acticé 
mi ME ECONOMICS 


)URTH AVENUE NEW YORK 16, N.Y. 


NEWSPAPERS ARE ALWAYS THE BEST ADVERTISING MEDIUMS 


4 see : 7 : F 4 ‘ 3 A 3 J ; i Z . . z 7 - : . 4 he = 
, : 3 
oe 
Sa 
i i 
a #- ei 
aes ‘ 
43 : 
brs, — 
Se 
aa 
ant es . 
’ fe 
2d 
a 
: 
ae, 
Fa 2» Pf yee es 
ol ae 
2 — 
ne 
7. _ 7; 
# 
, a 
ee 
ff 
ee a 
ae 
Vile or 
, Se : ae oF eer age 
me i @ Ag \ ae | =e UY 
| ee ae a » Baeeeeere : 
| + “ 5 P 1 leey Ss ‘ > £2. te 4 . 
. Beret i i ’ i. tina rt 5 4 ? Ae gee Pe st, 2 si % ies F — : 
| ol a S ae Bo oie : , y = A : é a -_— : 
3 E Seen / — <3 Me ye 4 Sei ad . = tee hs " ¢ . 55 e ae , 
A: a sh : os jie eee es ee : 2 ee eS a hes vee ae _ 
sna ys ya ; ia . wes - ; 0 en ooo Bey 2 
- oo = 4 é Sm ee = pete ee oe eer “7 C. Sees ae 
| —— 4 ei 0 an a lf oe sis Se es ae ee a 
i i i _f ee i > | eS ice ae 7 ee. 
ere 
ng ) 
—_ ql 7 
ies 3 
z “ és 
— ' 
a “ty 
— a 
aes, 
: aa 
of 
= 
Be 
‘ ee. 
[ae 
: 
ire 7 
he 
— 
¥ a 
So 
—— 
1 
a 
— 
_ a 4 
‘aes : 
eke 
Shy 
ate 
ie: a 
1) i ee — aie 
° 5 +? he cs jini 
i wi Bais aie be 
I, eee = 
Cnpitical Koil L4f, 
ot / 
Home Wlaheg 
1. | 
= 
q Cala 
aa i 
ae ' 
| ee | 
a i [- 


on 


30 


Chicago Hotel's 
Ads Seem to, But 
Don’t, Carry Copy 


Chicago, March 6. — Current 
newspaper ads of the La Salle 
Hotel here promoting its dining 
service carry the hotel name, a 


Ba@ TT EGE. 


LA SALLE AND MADISON 


rough sketch of a soup tureen, a 
fish, or the like, and no copy— 
although they seem to at first 
glance. 

The fact that the ads include no 
copy message has attracted con- 
siderable attention, according to 
Roy Steffen, president and manag- 
ing director. Interest has de- 
veloped, he points out, because 
each ad emphasizes the layout 
artist’s copy indication lines. 

The small ads, he says, are de- 
signed solely to promote the 
hotel’s food business, and “if the 
ad gets across the message of food 
and La Salle, surely that is as 
much as could be expected. Few 
people read the numerals on the 
face of a clock in telling time.” 


Kyle Promoted 

Milton T. Kyle, associated since 
1934 with Albert Frank-Guenther 
Law, Inc., and now manager of the 
agency’s Philadelphia Office, has 
been named a vice-president, 


‘Men's Wear’ Reveals 
Remodeling Plans 


Retail merchants “expect to 
spend about twice as much on 
store remodeling during the first 
year after the war as they did 
annually prior to the war,’ re- 
veals the fifth annual moderniza- 
tion survey of Men’s Wear. This 
survey, which covers air condi- 
tioning, store fronts, lighting 
equipment, display fixtures and 
floor coverings, shows that retail- 
ers ordinarily spend about 1.8% 
of their annual sales on moderni- 
zation. An increase to 3.5% is 
planned as soon as materials are 
available. 

The retailers’ plans by type of 
improvement follow: 50% of the 
57% who do not have air condi- 
tioning plan to install this equip- 
ment and 18% of those who have 
will add to it; 45% will remodel 
store fronts a few years after the 
war; 57% plan new lighting equip- 
ment; 48% plan new racks or dis- 
play fixtures, and 41% will put 
down new floor coverings. 


Martin Joins Aireon 


William W. Martin, former air- 
line pilot and previously with the 
Kansas City Star, has been ap- 
pointed assistant to the director of 
advertising of Aireon Mfg. Corpo- 
ration, Kansas City, Kan. 


To Sanger-Funnell 


T. C. Dumond, recently associate 
editor of American Machinist, New 
York, has joined the creative staff 
of Sanger-Funnell, Inc., New York 
agency. 


JWT Appoints Stiver 
Michael L. Stiver, recently with 
the OWI in Australia, has been 
appointed by J. Walter Thompson 
Company, New York, to direct op- 
erations in Buenos Aires. Mr. 
Stiver opened the agency’s New 
Zealand office in 1930 and in 1932 
became manager of the Australian 
branch. In 1937 he went to the 
London office and remained there 
until he joined the OWI in 1942. 
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When the Axis Sees Red 
We'll Change the Color 


Transitad Emblem 
Promotes Brands 


Chicago, March 6.—A new sym- 
bol—a circular emblem—currently 
is being used by National Transi- 
tads, Ine., on half-cards in Bos- 
ton and Philadelphia, as a mer- 
chandising service to promote 
brand-name advertised products. 

The three-color emblem carries 
the slogan, “Buy the Brand You 
Know Best,” and appended is a 


Vertised in Street Cars and 
Buses.” Clients who use Transitad 
service in the two cities also may 
use tie-up display cards featur- 
ing the emblem at retail stores. 
The company reports that clients 
availing themselves of this mer- 
chandising program supporting 
brand name _ products include 
United Farms milk, Lewis candy, 
Life bread, Armour’s Mayflower 
oleomargarine, Aunt Jemima’s 
pancake flour, Dromedary corn 
muffin mix and others. 
Transitads, in contacting its 


Advertising Age, March j° 


of the large circular emb|k 
be used to picture clients 
ucts and to carry insti 
copy, and that simultaneous jjs¢ + 
the emblem on buses, an ' 
cars and in show windows 
tailers located on car lines 
the emblem of great sellins 


De Regger Moves 


Son De Regger Adad\ 
Agency, Des Moines, has m 
larger quarters at 212 Shops 


One of these days, the Axis will see red and toss in the sponge. 
That’s when reconversion slumps will hit many markets with a 


BANG. But not likely Peoria. 


the paint and continue. 


We'll merely change the color of 


You see, most of Peoria’s peacetime products are being used 
as is for the war. Dob on the regular commercial paint instead 
of the army drab and PRESTO, our reconversion will be virtu- 
ally completed. Then Peoria’s earth- 
moving equipment will immediately 
begin to level off the mountain of 
accumulated civilian orders ... a many 
years job! 


Peorians Have 
the WMBD Habit! 


Not just the city of 
Peoria, but the entire 
PEORIAREA of over 
600,000 population is 
dominated by WMBD. 
as proved by Hooper 
and Conlan listene: 


There'll be no reconversion — sales 
slump in Peoriarea . . . no downward 
market trend. You can count on 


Peoriarea for high sales results, NOW 


surveys. WMBD is far | and LATER. 

out in front with a | Dy 

coverage “tune-in” of | ok 

56.3% (Conlan, 1944). ~ 

WMBD’s audience in g ART oF Me 4). 

PEORIAREA is great. | » ~~ BR \ \) 

er than all other sta- | ly J (" /N \ 
tions combined! z ( at ~~ 


FREE & PETERS, INC. 


National Representatives 


PEORIAREA 
Pop.614,200 


box with the copy, “Transitad-| clients, points out that the center | ing. 
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North American 
Sticks to Planes 


in Postwar Plans 


Los Angeles, March 8.—The 
manegement of North American 
Aviation, Inc., told stockholders in 
its annual report, issued today, 
that after “carefully considering 
tising MM the possibility of entering other 


| success 


lies in the design and 
manufacture of aircraft products.” 

North American reported sales 
of $718,003,498 in 1944 and con- 
solidated net income, after all 
charges, of $8,389,967. In 1943 the 
company’s sales were $509,139,549 
and consolidated net income $6,- 
790,323. 

By the end of the fiscal year, 
on Sept. 30, 1944, North American 
had delivered 29,000 B-25 Mitch- 
ells, B-24 Liberators, P-51 Mus- 


since the start of the national 
defense program on July 1, 1940. 

General Motors is reported to 
own a 29% interest in North 
American. 


National Paper Appoints 


The National Paper Products 
Company, division of Crown Zell- 
erbach Corporation, New York, 
has appointed Brisacher, Van Nor- 
den & Staff, New York, to handle 


Names Woods Manager 

Arthur E. Woods, previously 
with Maclean Publishing Com- 
pany, Toronto, has been appointed 
merchandising manager of Motor 
Magazine and Motor Wholesaler, 
published by Consolidated Press, 
Toronto. 


Menne Transferred 
Wilber L. Merne of the Chicago 
sales staff of American Magazine 


dt gelds of manufacture,” it has de-|tangs and AT-6 Texans, equal to|/the advertising of Nata-Pax|is being transferred March 15 to 
lild cided that “the greatest oppor-|1212% of the 232,000 airplanes of|Flushaway diapers and Nata-|San Francisco to represent the 
tynity for your company’s future jall types produced in this country | Pants. magazine. 
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Taxe a look at a “‘great man,”’ who is already out in front. 

Sure, he probably has natural endowments that make him that way. 
But even natural endowments need direction. And none know this 
better, or take the responsibility more seriously, than the three- 
quarter million families who read PARENTS’ MAGAZINE regularly. 
It is from parents like these that tomorrow’s leaders will spring. 
Parents who keep abreast of the problems that accompany cvery 
stage of their children’s growth and development—problems not only 
of health but of character, citizenship, personality. That is why the 
three-quarter million PARENTS’ MAGAZINE families are important 


people! 
An Outstanding Service to the Nation 


For 18 years America’s forward-looking parents—-about 5,000,000 
families--have depended on PARENTS’ MAGAZINE to help them rear 
their children wisely . . . to learn better ways to feed, clothe, train and 
house their children from crib to college. More than ten million chil- 
dren have been thus prepared for tomorrow’s leadership . . . in govern- 
ment, business, science, the professions and the arts. Month after 
month, PARENTS’ MAGAZINE shows parents the way to bring up 
youngsters who will become a proud credit to a fine national heritage. 


PARENTS BUY MORE 


Families with children naturally are bigger 
families, and therefore must buy more food, 
more drugs, more clothes, more househoid 
supplies, than do single men and women, or 
child'ess families. One hundred percent of 4% 
PARENTS’ MAGAZINE Circulation isin these [asa 
families-with-children- America’s biggest # 
marke’ 


awarded to reli- 
able products by 
the Parents’ Mag- 
azine Consumer 
Service Bureau. 


PARENTS wacazmne 


COUNSELLOR TO THE PARENTS OF TOMORROW'S LEADERS 
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LOOK FOR THIS SEAL... 


Ohio Oil Offers 
Free Car Gas for 


Life in Contest 


| Findlay, ©. March 6.—Free 
| gasoline for life is the appealing 
| prize that was offered by the Ohio 
Oil Company last week to the per- 
/son who can give the best name 
|to the company’s Marathon super- 
'fuel that will be available after 
| the war. 
| According to the announcement 
;ad, winner of the contest will be 
|}entitled to enough gasoline, after 
rationing is lifted, to drive 10,000 
miles per year for the rest of his 
life. Until rationing is lifted he 
will be given free as much as his 
coupons permit. Other awards 
range from a $500 war bond as 
second prize, to 21 individual $25 
war bond prizes. The _ contest 
ends April 2, 1945. 
| Company Officials claim and 
stress in the advertising, that 
|chances of winning are enhanced 
because the contest is being ad- 
vertised in only four Midwest 
states, where, they add, there are 
approximately one-seventh of all 
|auto registrations. 
| The Ohio Oil Company is said 
‘to be the first in America to pro- 
/duce in quantity the concentrates 
|used to blend up gasoline to top 
|aviation requirements. The name 
/sought will be a gas described as 
“first cousin” to this wartime fuel. 
| In addition to providing a name, 
| contestants must in 25 words or 
'less, finish the sentence, “I like to 
deal at Marathon stations be- 
cause. . .” 

Stockton, West, Burkhart, Inc., 
Cincinnati, is the agency. 


Jones Joins Buchanan 


as Radio Director 

Martin Jones, former Broadway 
theatrical producer and _  play- 
wright, has joined Buchanan & 
Co., New York, as radio director. 
He succeeds Jack Wyatt, who has 
taken a leave of absence to enter 
the armed services. 

Mr. Jones was recently with the 
Red Cross as chief of entertain- 
ment on theater activities in the 
south European area. He pro- 
duced, wrote and directed the 
Broadway success “Mulatto,” and 
produced the 1936-7 ‘‘New Faces” 
musical comedies. 


Names Doner & Co. 


Everkrisp Food Products Com- 
pany has appointed W. B. Doner & 
Co., Detroit agency, to handle a 
stepped-up campaign for Everkrisp 
potato chips and Tasty-Krisp pop 
corn. Newspapers and outdoor 
will be used. 


at 
Advertising Age, March 12, 945 
4xter Marathens big commess / 


WIN GASOLINE WITHOUT 
FOR THE REST OF YOUR 


naming the company's postwar moto; 
‘ fuel. 
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Ad Associations 


Report Expansion 


New York, March 6.—The year 
1944 marked a period of expansion 
in membership rosters of leading 
advertising and allied associations. 
a check has revealed. 

The Association of National Ad- 
vertisers ended the year with 406 
members on its books, an increase 
of 49 during the calendar year, 
Advertising Federation of Amer- 
ica expanded from 581 to 781 sus- 
taining members, and the Ameri- 
can Association of Advertising 
| Agencies added 19 agencies, bring- 
ing total membership to 159 at the 
end of the year. 

Magazine Advertising Bureau 
added Conde Nast Publications, 
Inc. and Street & Smith Publica- 
tions, Inc., with complete member- 
ship reaching 16. Associated Busi- 
ness Papers reported no increase 
for the year. Controlled Circula- 
tion Audit added 21 new members, 
= + its figure to 176 at year’s 
end. 


Schaefer to McCann 

Schaefer, Inc., Minneapolis man- 
ufacturer of low temperature 
cabinets, has appointed McCann- 
Erickson, Minneapolis, to handle 
advertising and public relations. 
|and is beginning national adver- 
tising with a trade paper cam- 
paign in Ice Cream Review, Ice 
Cream Trade Journal and Quick 
Frozen Foods. The company cur- 
rently makes refrigeration equip- 
ment for military use, but plans 
resumption of its line of Pak-A- 
| Way home freezers, ice cream and 
|frosted food cabinets. 


One thing on which there is no ceiling 
nowadays is WSGN listener-interest. The 
steady gains of the past four years go on... Just 
take a look at these last Hooper findings! ... . 


HOOPER ALL DAY AVERAGE SEPT.-OCT. 1944 AND 1943 


STATION A 


B WSGN 


CHANGE —.6% 


16.4% +38.5°% 


coverage of any 


i¢ 


~ Represented 


That kind of a Hooper rating plus the greatest 


station in the state 


makes WSGN ‘“‘Alabama’s Best BUY Far.” 


HAM NEWS. AGE-HERALD STATION 
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Gordner Staff 
Forums Analyze 
Agency Functions 


st. Louis, March 6.—Gardner 


advertising Company is holding 


es of employe meetings to 
nt all staff members with 
uties and activities of the 
us departments and person- 


Each meeting is devoted to one 
phase of the advertising agency 
For example, in the 
ession devoted to copywriting, 
Gardn er copywriters tell what 
hey did before taking up copy- 
writing (newspaper work, sales 
work, etc.), 
to become copywriters, how they 
obtained their jobs and got their 
start, what it takes to be a suc- 


business. 


cessful copywriter, what their 
work consists of, the mechanics 
of copywriting, etc. 

Account executives, research 
specialists, space buyers and 


others will each have their night 
on which to relate their part and 
importance in the operation of the 
agency. 

The meetings, which are held 
each Friday night, are considered 
by Gardner of importance in giv- 
ing the entire staff an over-all 
picture of every phase of agency 
operation. 

The program is in no sense a 
“school,” but rather a round 
table discussion devoted to better 
employe relations and complete 
working harmony, understanding 
and cooperation among all em- 
ployes. 


Vick Drops ‘Theater,’ 
Shifts Lavalle to CBS 


Vick Chemical Company, New 
York, will discontinue “The Mati- 
nee Theater,” starring Victor Jory, 
after the broadcast of April 15. 
Program promotes all Vick prod- 
ucts and is heard on the full CBS 
network, Sunday, 2-2:30 p.m., 
EWT. 

Moving into that spot the fol- 
lowing week will be Prince Match- 
abelli, Ine., New York, Vick 
subsidiary, which sponsors the 
“Stradivari Orchestra with Paul 
Lavalle” Sunday afternoons on 
NBC. The Lavalle program, after 
moving to CBS, will continue to 
plug perfumes, cosmetics, Vita- 
mins Plus and Skin-Dew. Vick 
agency is Morse _ International, 
New York. 


To ‘Boys’ Outfitter’ 

Michael Ressner, recently with 
the U. S. Army, and formerly ac- 
count executive with Moselle & 
Eisen, New York, has joined the 
executive staff of The Boys’ Out- 
fitter, New York. 


what inspired them | 


re key officials in Wash—- 

n read TIME regularly than 
ny other magazine, however 
S circulation. 


de The members of Congress 
vote TIME the most important 
U. S. magazine that carries 
idvertising. 


or further details write to 


TIME 


Xockefeller Plaza, New York 20, N. Y. 


Ray-Hirsch Promotes Heads Connecticut Life 

Milton Balzer, production man- James Lee Loomis, president of 
ager of Ray-Hirsch Company, New | Connecticut Mutual Life Insurance 
York, has been appointed account; Company, Hartford, has been ap- 


executive. John La Barber has|pointed chairman of the board. 
joined the staff as production|Peter M. Fraser, vice-president 
manager. 


since 1930, becomes president. 


Appoints Chirurg Sperti Opens Office 

L. Sonneborn Sons, New York, Sperti, Inc., Norwood, O., maker 
maker of Amalie Pennsylvania |of cosmetics, ceramics, drugs, elec- 
motor oils and building products,| tronic equipment, yeasts, and ap- 
has placed its advertising with | pliances, has opened a New York 
James Thomas Chirurg Company, | office at 714 Fifth Ave. in charge 
Boston. of George Stevens. 


Bowerman Advanced 


S. Ben Bowerman, member of 
the sales staff of Gelatin Products, 
Windsor, Ont., has been appointed 
sales manager. 


Boston Club Speaks 


for Paper Salvage 

Members of the Boston Lantern 
Club, comprising representatives 
of most national magazines, have 
organized a speakers bureau to 
stimulate paper salvage in the 


Jrection of Metz B. Hayes, 
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True 
Story, the speakers appear mostly 
in school assemblies, coordinating 
their apearances with regular 
business travel, 


Massachusetts area. Under the di- 


IMPSON-REILEYs xD. 
“Publishers Representatives: 
: SINCE “1938 8 


LOS ANGELES 4 
GARFIELD BLDG.: 


SAN FRANCISCO 
RUSS BLDG. 


@ At 11¢ a day for each Criterion Poster Panel, adver- 
tisers can high-spot their advertising before the greatest 
concentrated mass of family shoppers in America. 

@ Criterion’s low cost makes it especially economical 
for products sold in food and drug stores. Remember 
98% of all food and 85% of all drug products are pur- 
chased in the Nation’s Naborhood Shopping Centers. 
@ This appealing low cost has been one of the reasons 
for the continuous use of Criterion by such advertisers 
as Heinz, Pillsbury, Ralston-Purina, Reynolds Tobacco, 
Wheaties, Swan, Bond Bread, Armour, Wrigley, Tip-Top 
Bread, Corn Products Refining Company. 


122 East 42nd St. 


NEW YORK 17, N. Y. BOSTON 


In than nation’ =f 
number I sp ot 
in retailin 


(The Naborhood Shopping Borer): stm 


@ For instance, it costs less than $204,000 a year to 
cover (every day exposure) the Naborhood Shopping Cen- 
ters of America’s 10 largest markets, representing almost 
20% of the nation’s total population. 


Criterion Cost 
Panels Per Year 


New York 1150 $46,230 
Chicago 1000 40,200 
Philadelphia 500 20,100 
Detroit 500 20,100 
Los Angeles 304 12,220 


Criterion Cost 
Panels Per Year 


Cleveland 300 = $12,060 
Baltimore 250 10,050 
St. Louis 350 14,070 
Boston 400 16,080 
Pittsburgh 300 12,060 

5054 $203,170 


Coverage for other markets will be given on request. 


16, MASS. 


CRITERION SERVICE 


216 E. Tremont St. 


612 N. Michigan Ave. 


CHICAGO 11, ILL. 
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The Pulse Moves Office 


The Pulse, Inc., New York mar- 
ket research company, has moved 
from 500 Fifth Ave. to 110 Ful- 
ton St. The telephone is Rector 
2-6863. 


GC&N Appoints Field 


Sidney Field, formerly copy 
group head at McCann-Erickson, 
Inc., has joined Geyer, Cornell & 
Newell, New York, as associate 
copy director. A short story 
writer, his stories have twice ap- 
peared in the O’Brien collection 
of best short stories of the year. 


Saraka Account Shifted 


Union Pharmaceutical Company, 


Bloomfield, N. J., has_ shifted 
the advertising for Saraka laxa- 
tive from Lawrence C. Gumbinner 
Advertising Agency to Marschalk 
& Pratt, New York. Plans, to be 
announced later this month, in- 
clude magazines and newspapers. 


Sears Names McDermott 


T. A. McDermott, Boston mer- 
chandising manager of Sears, Roe- 
buck & Co., has been appointed 
sales promotion manager of the 
Sears stores in Detroit. 


Bendix Names Pippert 


Glenn O. Pippert, formerly with 
McAlpin Company, Cincinnati, 
Western Electric and Frigidaire 
division of General Motors, has 
been appointed central region 
merchandise manager of Bendix 
Radio Division of Bendix Aviation 
Corporation. 


Joins Brown-Forman 

Richard D. Titus, recently with 
Lever Brothers, has been ap- 
pointed northern California sales 
supervisor of Brown-Forman Dis- 
tillers Corporation at San Fran- 
cisco. 


There's only one way 


to cover Tacoma-- 


In Washington's 

an Market only 
one paper does 

the job. See how daily 


newspapers rank in their 
coverage of Tacoma- 


Pierce County. 
THE TACOMA 


NEWS TRIBUNE’S 


COVERAGE IS 


73% 


TACOMA'S far-famed municipal power sys- 


tem is, in itself, a factor assuring continued 


industrial growth. But it isn't alone! 


For 


Tacoma City Light, Bonneville and Grand 


Coulee are all 


interconnected to form a 
gigantic power pool. *% * + Present capa- 
city is 1,204,400 kilowatts. With generators 
to be installed, this capacity will reach 
3,377,400 kilowatts. And even further devel- 


opment is planned. * *% + Power—abund- 


ant low-cost power—is one of the many 


reasons why Tacoma-Pierce County ranks 


as Washington's Second Market... 


a “must 


buy” on every newspaper schedule. 


Second Tacoma ° 
Paper's Coverage 47% 
Seattle Morning ° 
Paper's Coverage 8 To 
Seattle lst Evening 4% 


Paper's Coverage 


"Fee 


Covering Washington’s Second Market 


Small Sizes Cause 
Sunkist to Seek 


Price Revision 


Los Angeles, March 8.—Because 
“never before has the industry 
seen such a large valencia orange 
crop and never before have the 
sizes been so small,” all California 
and Arizona citrus marketing 
agencies have asked the OPA and 
War Food Administration for com- 
plete suspension of price ceiling 
regulations on all California-Ari- 
zona oranges sold after May 1. 


Growers Sign Petition 


Signing the petition are the Mu- 
tuai Orange Distributors, Ameri- 
can Fruit Growers, Inc., Independ- 
ent Citrus Growers & Shippers, 
and California Fruit Growers 
Exchange. 

If the federal agencies do not 
agree to suspension of price ceil- 
ings, the industry group will ask 
for a new ceiling on oranges which 
will establish a separate price for 
each size. 


Current government estimates 
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show a total crop of almost 000 
cars, 17% more than the pr 


record crop. By July 1, h a 
it is estimated that the a age 


size will be 310 oranges « joy 


compared with a five-year a 


of 239 a box. Sixty per fo 
the valencia crop will be 23% 9, 
smaller. 
Need Bigger ‘Cushion’ 
“The present summer ceiling op 
oranges of $4.30 a packed bo» f.o.) 


packing house,” explained fF Rp 
Wilcox, assistant general manager 
of Sunkist, “is based on a norma) 
distribution of sizes.” The , iling 
price has allowed the grower t 
average $3.80 f.o.b. a packed boy 
In order to make possible the 
average, a “cushion” of 50 cents 
was added, making the « iling 
$4.30 a packed box. This “cushion,” 
Mr. Wilcox said, is not sufficient 
under the abnormal size demang 
this summer. 

Meanwhile, the growers are 
planning to utilize the entire va]. 
encia crop. The Exchange Orange 
Products Company expects to have 
a new juice canning plant ready 
to process the crop in operation on 
July 1. 
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Plans for reviving the advertis- 
g tax to provide ample funds for 
advertising the city have been 
placed before the San Antonio city 
-ounci! in the form of a resolution 
,dopted by the Breakfast Club, 
ical civic organization. The city’s 
initial advertising tax, 3 cents per 
3100 valuation, was levied in 1928, 
nd produced about $50,000. The 
following year a five-cent tax was 
levied, but in 1930 an injunction 
was ‘led by a local attorney 
daiming that the tax was illegal 
pecause it was not provided for.in 
the city’s charter. The injunction 
was granted and later sustained 
by the state supreme court. 

"In 1937 an election was held and 
the charter was amended to per- 
mit a maximum levy of 5 cents 
per $100 valuation for advertising 
purposes. A 3-cent tax was levied 
in that and the following years, 
dropped in 1939, reduced to 2 cents 
in 1940, and not levied since. 

The city’s ad fund now contains 
about $12,000 in unspent levies, 
and the council will probably de- 
cide to renew levies for this pur- 
nose, but can take no definite ac- 
tion until June 1, at the beginning 
of a new fiscal year. 

* * * 


A Florida state advertising com- 
mission with an appropriation of 
$1,000,000 a year has been pro- 
posed by a 15-man advertising 
committee appointed by the gov- 
rnor, and a bill embodying its 
reommendations will be pre- 
sented to the legislature when it 
convenes in April. 


* * * 


Army Nurse Corps is, Officially, 
ompletely satisfied” with the re- 
sponse to ads sponsored by the 
Revlon Products Corporation in 
which an official Nurse Corps 
overcoat was offered as a gift to 
every nurse accepted for service in 
New York between Feb, 2 and 
Feb. 15 (AA, Feb. 5). The behind- 
the-scenes story, however, is that 
the whole idea flopped, and will 
not be repeated. . . 
J = ad 


The Newspaper Representatives 
Association of New York has been 
iving a lively battle on the ques- 
tion of whether the metropolitan 
ewspapers, many of which have 
had to ration advertising, should 
uggest to national advertisers that 
they run their campaigns in news- 
papers in middle-sized cities, most 
{ which still can use additional 
national Jinage. Representatives 
i middle-sized papers claim that 
this would help all newspapers by 


OTe 
TEACHERS 
PEOPLE 


Teachers are more than “just people." 
Neyre key people. Young, cultured, 
dlert . they are a vital force in the 
“ommunity and in millions of American 


%ho achers are good citizens. And 
3906 < tizens is what they are helping 25 
°" young people become. It's their 
each youngsters high ideals of 
. teach them about etiquette, 
utrition, the American way of life. 


erlook this significant, influential 
Tell the story of your business, 

od or service to teachers in their 

a ‘essional journals, State Teachers 
“90° \e. 700,000 bona fide subscrib- 

oe states. 

ichers Magazines Reach the Heart 


Every American Community 


orgia C., Rawson, Manager 


Th TEACHERS MAGAZINES, Ine. 


Michigan Ave., Chicago |, Illinois 


ation of 42 state teachers magazines 


getting or keeping advertisers in 
the newspaper habit. 
* 7 * 


P. K. Wrigley estimates that not 
more than 5% of the American 
population uses chewing gum to 
any extent, despite the fact that 
Wrigley is one of the country’s 
most persistent advertisers and in 


normal times has about 1,250,000 
retail outlets, not counting vend- 
ing machine operations. No won- 
der then, that he thinks the gum 
business will have enough postwar 
potentialities to keep him and his 
organization busy, without excur- 
sions into other people’s businesses. 


* * # 


The Smaller Tobacco Manufac- 
turers group, affiliated with Groc- 
ery Manufacturers of America, is 
tackling the War Manpower Com- 
mission for additional workers and 
is trying to get the Agricultural 


Adjustment Administration to help 
tobacco growers increase their 
plantings. With 3,000 to 4,000 
more workers, this group believes 
the industry could expand the 
civilian cigaret supply from last 
year’s 240 billion to about 285 bil- 
lion units. 

Largest of the “smaller” manu- 
facturers in the group is Brown & 
Williamson, with estimated cigaret 
production in 1944 of 25 billion 
units. Stephano Bros. is said to 
have turned out 7 billion and 
Larus & Bro. 6 billion units in 
1944. 


Ww 
on 


Lewis Ltd. Appoints 
Lewis Ltd., men’s wear, Truro, 
S., has named Berminghaim, 
Castleman & Pierce, New York. 


SOLD! SOLID! « SOLD! SOUND! 


EVENS 


SAY! 


& \ . + % ~*~ 
| ANN 


THIS 


ns 


e 


IS MORE 


THAN WE EXPECTED! 


Life is really full of surprises. ... The floor-walking, perspiring pa-pa-a-a who received this news 


probably agrees with that statement... so will the 98 shooter who steps up to his ball and sinks 


a thirty-five foot putt.... Most of us have had the experience of getting more and better than 


we anticipated in many situations and deals. It's after we’ve had the reverse —the disappointment 


of getting a lot less than we really had a right to expect—that we feel particularly good when the 


“goods delivered” are better than the "purchase order” actually specifies. . . . It’s the most satisfy - 


ing thing in the world, to us, for a new customer to say—and most of them do— "that’s the best color 


reproduction I've ever seen, and the service, cooperation and cost are more gratifying than my past 


experience led me to expect.’ Perhaps you've had this experience with Rogers—or are about to have. 


ROGERS ENGRAVING COMPANY 


PHOTO-ENGRAVING © Adolph F. Buechele, President 
Phone CAL 4137 . 


MASTER CRAFTSMEN OF 
2001 CALUMET AVENUE ° 


CHICAGO, ILLINOIS 
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Goldberg Orders 
First Australian 
Tele Transmitter 


New York, March 7.—Frank 
Goldberg, governing director of 
Goldberg Advertising Ltd., Aus- 
tralia and New Zealand, now visit- 
ing the United States, has signed a 
priority contract with Allen B. 
DuMont Laboratories here for the 


A 
FACT 


Product information is to- 
day the architect's greatest 
need. 
PROOF: Pencil Points is re- 
ceiving over 3,000 product 
inquiries per month from architec- 
tural men. (New book “10 FACTS" 
tells how to get yours. Send for copy) 
MORAL for you: Advertise where architects 
turn FIRST for product information. 
Advertise in 


Pencil Points 


The Magazine of Progressive Architecture 
ee 330 West 42d St., New York 18 ————— 


first television transmitter 
installed in Australia. 

If topographical conditions per- 
mit, Mr. Goldberg said the trans- 
mitter will be installed in Sydney, 
population of which is 1,500,000. 

“There are several factors which 
help Australia present a particu- 
larly fortunate market to tele- 
vision,” he said, “since it has a 
number of highly concentrated 


to be 


metropolitan areas in which tele- | 


vision can be economically and 
efficiently handled. There are about 
1,700,000 homes in Australia to 
which at least a million radio sets 
have been sold. Approximately 
300,000 of these are in the New 
South Wales region which could 
well be serviced by the Sydney 
station.” 


Opens Own Agency 


Elmire Goldthwaite, advertising 
manager of Sherman, Clay & Co., 
San Francisco, manufacturer of 
musical instruments, has resigned 
to open agency offices under her 
own name at 26 O’Farrell St., San 
Francisco. She will handle general 
advertising, radio script and con- 
tinuity and merchandising assign- 


ments. 


Foote, Cone & Belding 


Elects Lechner V. P. 


John Lechner, director of media 
for outdoor and car card adver- 
tising in all offices of Foote, Cone 
& Belding, has 
been elected a 
vice - president 
of the agency. 

Mr. Lechner 
is a veteran ad- 
vertising exec- 
utive and has 
been connected 
with outdoor 
and car card 
mediums for 
approximately 
25 years. He 
was first with 
General Outdoor Advertising Com- 
pany, and later with Lord & 
Thomas for more than ten years. 
He has held his present position 
with Foote, Cone & Belding, Chi- 
cago, since the agency’s inception. 


John Lechner 


Names Parker-Allston 
Camden Fire Insurance Com- 

pany of Camden, N. J., has ap- 

pointed Parker-Allston Associates, 


|New York, as advertising counsel. 


. . and then came 


A BETTER WAY 


Homespun clothed the family in Canada’s 
Only the rich could afford to 


pioneer days. 


import cloth from English mills. 
the Nineteenth Century, the spinning wheel 
and the hand loom were familiar sights in 


many a home. 


Then came a better way. . 


Industrial Revolution. 


better fitting, more 


Style note that spells SALES!..82% of the 
women in 750,000 STAR WEEKLY homes tell 
us they read the Fashion Page every week. 


U.S. REPRESENTATIVES: 


YORK ° CHICAGO bd 


. the new spin- 
ning and weaving machinery born of the 
Soon, a flourishing 
textile industry sprang up—and throughout 
the land, Advertising carried the news of 
comfortable, 
clothes that nearly all could afford. 


DETROIT ° 


Well into and _ textiles 


Today in thousands of stores, Canadians 
have a choice of fine, low-priced garments 
that 
queens would have envied. 


columns of The Star Weekly, 


yesteryear’s kings and 
And in the 


adver- 


tising marches on — giving the news of each 


stylish 


urban centres! 


WARD-GRIFFITH COMPANY 
BOSTON * ATLANTA * 


new development of the craft. 


Clothing is “a family affair’, and that’s why 
the industry’s leaders advertise in Canada’s 
greatest family weekly . . . to cover, with this 
one publication alone, over 50% of ALL the | 
English-speaking families in Canada’s rich 


te STAR 


WEEKLY 


PUBLISHED AT 80 KING STREET WEST, | 
TORONTO, CANADA 
| 


INCORPORATED | 
SAN FRANCISCO . SALT LAKE CITY 
—_ 


(Gillette) 


Most Women: 
Most Children: 


Telephone Hour 


Radio Theater 9-10 p. m., 
Other 0.2 (Lever Bros.) 


Haley (Substitute) 
Radio Theater 
Charlie McCarthy 


Walter Winchell 
Mr. District Attorney 
Jack Benny 


Jergens Co. 


- American 


Your Hit Parade American 
Tobacco Co, 


Eddie Cantor 


1. Tuesday, 9:45-10 p. m., EWT.. 
Programs: Victory Parade of Spotlight Bands (Coca-Cola 
This Is My Best (Schenley Import Co.) 
Fibber McGee and Molly (S. 
2. Monday, 9:15-9:30 p. m., EWT 
Programs: Ed Wynn (Borden Co.) 
Radio Theater (Lever Bros.) 
Telephone Hour (Bell System) 
3. Monday, 9-9:15 p. m., EWT... 
Programs: Ed Wynn (Borden Co.) 
Radio Theater (Lever Bros.) 
Gabriel Heatter (R. 
(Bell System) 


HIGHEST SPONSOR IDENTIFICATION 
Monday, with 88.2 Correct Product 889, 


Lever Bros. Co. 
Standard Brands 


Bristol-Myers Co, 


Bristol-Myers Co, 


Advertising Age, March 1: 1945 


Current Network Hooperatings 
Feb. 28 Network Evening Program Audien:e; 
MOST LISTENERS PER SET 


Program Total Sponsor 
1. Fannie Brice 3:15 General Foods 
2. Blondie 3:18 Colgate-Palmolive-} cet ¢, 
3. James Melton 3:12 Texas Co. 
Most Men: Boxing Bout (H. Zavella vs. D. Bartfield) 1:)1 


Walter Winchell, with 1.11 (Jergens) 
Nelson Eddy with 1.63 (Electric Companies) 
Lone Ranger, with 1.16 (General Mills) 


MOST SETS IN USE 
See eee Tee ee eT ET ee 49.8 


C. Johnson & Son 


Re eee eee eee 497 


B. Semler) 


FIRST FIFTEEN EVENING PROGRAMS 


Net- 
Program Sponsor Product work Rating 
Bob Hope Pepsodent Division, Various Products NBC 5.1 
Lever Brothers 
Company 
Fibber McGee and Molly S. C. Johnson & Son NBC 29 
Joan Davis with Jack National Dairy Sealtest NBC 6.5 


Lux Soap & Flakes CBS 
Chase & Sanborn and 


Royal Desserts NBC 25. 
Screen Guild Players Lady Esther Ltd. CBS 1.5 
Bing Crosby Kraft Cheese Co. Velveeta, Philadel- 

phia Brand Cream 


Cheese 
Jergens Lotion 
Vitalis and Ipana NBC 
Lucky Strike 


Tobacco Co. Cigarets NB¢ 22.3 
Abbott and Costello R. J. Reynolds Co. Camel Cigarets NBC 91. 
Take It or Leave It Eversharp, Inc. CBS 19.7 
Kay Kyser Colgate-Palmolive- Palmolive Soap, Col- 

Peet Co, gate Tooth Paste NBC 18.5 


Lucky Strike 
Cigarets CBS 18.4 
Trushay and 


Sal Hepatica NBC 18,2 


Marshall Field 
Retail Sales Hit 
$148 Million 


Chicago, March 6. — Marshall 
Field & Co. reported last week that 
net sales at its retail stores in 
1944 amounted to $148,273,338, as 
against $134,922,652 in 1943. Its 
1944 net profit of about $5,010,000 
was slightly under the $5,216,000 
earned the previous year. 

Earnings before federal income 
taxes last year amounted to $19,- 
979,000, compared with $17,082,000 
in 1943. Net profit has remained 
comparatively stable since 1939, 
when the company netted $4,637,- 
000, but earnings before federal 
taxes have steadily increased since 


these amounted to $5,587,000 in 39. 

Receipts from operations of real 
estate property—which includes 
the Merchandise Mart here—to- 
taled $3,893,891 and _ produced 
earnings of $982,382 before taxe: 

Hughston M. McBain, president 
announced that the company wil 
not have a serious reconversi0 
problem and that postwar plans of 
all company divisions have been 
made. 


Latham to OWI 

John R. Latham, former vice- 
president and director of Roy § 
Durstine, Inc., New York, and pre- 
viously assistant sales manager of 
MBS, has joined the domesti 
branch of the OWI in Washingt 
as program manager in charge 
OPA liaison work. 
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ADVERTISING 
A EFFECTIVENESS 


‘¥ STEMS FROM 
EDITORIAL EFFECTIVENESS 


originator of specialized product ease 
information publishing, IEN has been best = 
and meet that require- 
advertising. 


52,000 operating men in the larger plants 

a in all industries (42,000 being served un- 

4 der rationing) have requested IEN because “i 

4 it is complete and because its product de- merpe 

ne scriptions are detailed, yet factual . . 

7 and ... Where advantageous, illustrated pe 
* ria with special cut-away and _ = diagramic 
a (“how-it-works”’) illustrations. Ra 
— oe Those are also typical reasons why more . 

; advertisers use IEN than use any other 


Details? Write for 


publication of similar coverage. 
“The IEN Plan”. 


=| INDUSTRIAL EQUIPMENT NEWS | = 


ae THOMAS PUBLISHING COMPANY 


4 461 Eighth Ave., New York 1, N. Y¥. on 
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Asks Appeals Court 


Power Over FIC 
Food, Drug Rulings 


Long Delay Seen 
in Hearings on 
Reece Bill 


Weshington, March 7, — The 
House received a strong plea today 
from Rep. Carroll Reece of Ten- 
nessee, influential Republican 
member of the interstate com- 
merce committee, for a bill clip- 
ying FTC jurisdiction over labels, 
and opening the way for full court 
review of FTC findings in false 
advertising cases, 

Asserting that the Supreme 
Court has made FTC cease and 
desist orders virtually immune 
from court review, Rep. Reece is 
asking that the Circuit Court of 
Appeals have power to review the 
merits of any FTC ruling to de- 
termine whether the “preponder- 
ance” of evidence supports the 
Commission’s position. 

Possibly even more of a bitter 
pill to the FTC, the second major 
provision, of the Reece bill (HR 
9390) transfers control of labeling 
of food and drug products exclu- 
sively to the Food and Drug Rd- 
ministration, and removes lan- 
cuage of the Federal Trade Com- 
mission Act which previously en- 
abled the Commission to insist on 
precautionary warnings in drug 
advertising or labeling. 

Third provision of the bill would 
put a $10,000 ceiling on penalties 
for violation of FTC orders. 


> 


Long Delay Forecast 


With interstate commerce com- 
mittee chairman Clarence Lea pre- 
dicting that the bill will not 
emerge for hearings for many 
months, Rep. Reece, one of the cre- 
ators of the Food and Drug Law, 
issued a full explanation of his 
bill. 

“As the law is now,” he de- 
clared, “the scope of judicial re- 
view of the Commission’s orders to 
cease and desist is so narrow as to 
afford hardly any relief at all.” 

Citing case after case where 
courts had indicated doubt about 
the legitimacy of FTC findings, he 
noted “the courts age declaring 
their impotence to “review the 
findings of fact, or the application 
of a remedy or to prevent an un- 
authorized proceeding.” 

Explaining his proposal to per- 
mit court review to determine 
whether the “preponderance” of 
evidence supported the decision, 
Rep. Reece said that without the 
vord “preponderance,” the courts 
lelt they may not act where the 
linding is “‘supported by evidence.” 
“It requires no expert knowl- 
edge on the part of the Federal 


Pardon Us 
if we brag a little 


but We had a gain of 


83% 


1 National Advertising 
Last Year 


think this is a good indication 
t Advertisers are becoming 
‘er acquainted with GREEN- 
CH, CONN., the market of 
RSTS! FIRST in per capita 
me. FIRST in per capita 
tail Sales. FIRST in per capita 
o Sales. FIRST in per capita 
Store Sales. FIRST in per 
ita Apparel Sales. 


his “A” Market Deserves 
An “A” Schedule 


reenwich Time 


AN A. B. C. NEWSPAPER 

n called “The Best Suburban Daily 
Newspaper In America” 
Nationally Represented by 

‘ALL, BREWER & KENT, INC., 
250 Park Ave., New York. 
Phone WIckersham 2-8383. 


questions of false advertising. The 
courts are competent to determine 
these questions. For generations, 
courts have tried cases which in- 
volve fraud, deceit, perjury, slan- 
der, unfair competition. The courts 
are the real experts.” 


Charges Indirect Control 


Turning to labeling, Rep. Reece 
said the FTC had stretched its 
power over misleading advertising 
so that it had established an in- 
direct control over labeling never 
intended by Congress. 


Trade Commission to adjudicate | 


This control resulted, he pointed 
out, from use of its power to pre- 
vent “consequences” of misleading 
advertising. Armed with this lan- 
guage, he said the Commission 
was requiring firms to place warn- 
ings in its advertising or on its 
labels. 

The Reece bill eliminates the 
“consequences” clause from the 
FTC Act, and specifically trans- 
fers all labeling work to the Food 
and Drug Administration. The 
$10,000 ceiling on penalties for 
violating a cease and desist order 


replaces the present $5,000 per 
violation punishment. 

Opponents of the Reece bill say 
that it would place the FTC at a 
great disadvantage in court be- 
cause oppositions could easily build 
a record “predominantly” in their 
favor by the mere weight of the 
evidence they produce at hearings. 

Commission people also feel 
they have acted entirely within 
their proper rights in insisting on 
precautionary language on drug 
products, and they point out that 
there have been no administrative 
conflicts with Food and Drug in 
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enforcing this. They also object 
to the $10,000 ceiling on penalties 


}on the grounds that it isn’t suffi- 


ciently high to worry large cor- 
porations., 


SIGNS OF LORG LIFE” 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Lima, Ohio, U.S.A. 


The Werld’s Lorgest Menufecturers of 
All Types of Signs 
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That America will continue to shatter traditions to provide better 
products or services at less cost is indicated by the far-reaching, 
after-the-war plans of our air transport companies. Steps are now 
4 being taken which will give us practically Suburban Air Service to 


most any place in the world at such unbelievably low fares as $175 
to Rio de Janiero, or London for about $235, 


Such accomplishments may seem fantastic at present but they are no 
more so than the thousands of startling innovations which have long 
characterized American Industry and made it the outstanding leader. 


CONSOLIDATED C@aZéd/ PAPERS 


AT UNCOATED PAPER PRICES 


Back in 1935, when Consolidated pioneered 
in producing low-priced enamel-coated paper, 
the cost of coated paper was restricting its use. 
Consolidated’s achievement made it unneces- 
sary for advertisers, publishers and printers to 
attempt to reproduce pictures and products on 
inadequate paper. 
The vision, ability and resources employed to 
devise faster and more economical ways of doing 
and making things has made American Industry 
overwhelmingly powerful and is doing much to 


speed up victory in this war. 


The importance of paper in war is well shown 


: CONSOLIDATED WATER POWER & PAPER COMPANY 


MAIN OFFICES 


by the continual admonitions to save it. Paper is 
needed for vital records and orders, for protecting 
shipments and many other war uses. Coated paper 
provides an ideal means of realistically reproduc- 
ing the front line photographs which do so much 
to inspire all of us and urge us to utmost efforts. 


Produced faster and more economically, Con- 


another aid ih conserving paper 


and the materials which go into it. 


solidated Coated Paper is manufactured with 
important savings of man-hours and machine-power 
as well as critical materials. Opacity and bulk are 
relatively high so lighter weights can be used... 


FAMOUS BRANDS : 


pRODUCTI ON GLOSS 


ae sl a 


SALES OFFICES 


Four Modern Mills... All in Wisconsin 


WISCONSIN RAPIDS, WISCONSIN 


135 SO. LA SALLE ST., CHICAGO 3 
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THE CROWELL-COLLIER PUBLISHING CO. 


PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER'S, AND WOMAN'S HOME COMPANION 


HARRY F. BYRD, U. S. Senator from Virginia and 
Chairman of the Joint Congressional Committee on 
the Reduction of Nonessential Federal Expenditures, 


300,000 unnecessary federal employees to sit out the war... 
300,000 men and women he believes vital to our urgent man- 
power needs. Here are facts and figures that add coal to the con- 
troversy raging in Washington over “work or fight” legislation. 


THE GOVERNMENT’S WASTE OF MANPOWER 
by HARRY F. BYRD, U. S. Senator from Virginia 
Excluding teachers, in every state except West Virginia, there are more federal 
employees than state or local workers. And 300,000 of them, contends Senator 
Byrd, hold artificial jobs, draw approximately $700,000,000 in government pay 
each year. To save taxpayers’ money, to release vitally needed manpower, Senator 


Byrd writes this stinging rebuke to bureaucracy in the April issue of The American 
Magazine, now on the newsstands. 
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claims that our Washington bureaucrats are paying: 


SEX SIGNIFICANCE 


Have you ever stopped to think what a 
world this would be without women, or 
—just as fantastic—without men? The 
two sexes are both a biological and a 
business necessity. No one realizes this 
fact more than the editor of The Amer- 
ican Magazine. It’s edited with dual 
sex appeal ... edited to double-expose 
its contents to millions of women, 
millions of men... multimillions of 
aspirational Americans who buy The 
American Magazine on the newsstands, 
subscribe, or beg, borrow, or steal 
somebody else’s copy. Of equal interest 
is the fact that these middle millions 
still make 60 per cent of the nation’s 
purchases, after savings and taxes. 


Share your American Magazine, then save it 
for the Government's waste paper drive. 


/250 PARK AVENUE, NEW YORK 17; N; Y: 
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OTHER FEATURES 


You Ought toKuow . 


Howard Dietz once characterized him- 
-e]f os “Jack-of-all-trades and master of 
ceremonies.” Clifton Fadiman has called 
jim “the man with whom M-G-M is as- 
sock ed.” 

That association has 
lasted more than 20 
years, or as long as 
the studio has peen 
in existence. During 
that time, Dietz has 
heen vice-president in 
charge of advertising 
and publicity and 
Metro-Goldwyn-Mayer 
is doing very nicely, 
thank you. 

The famous Leo, the 
lion, trademark, and 
the motto “Ars Gratia Artis” are his cre- 
ations, and probably more than anyone 
else, he is responsible for the “class” con- 
notation of the studio. He is, also, the 
power behind the spending of a $4,000,- 
000 annual advertising budget. 

Dietz was still a student at Columbia 
when he first entered advertising. This 
was via a college men’s contest sponsored 
by Liggett & Myers. He won the $500 
first prize with an ad depicting two men 
in evening clothes at a party. “Isn’t this 
a stupid affair?” asked one. “Do you 
think so?” replied the other. “Have a 
Fatima.” 

That was before World War I. He 
was not yet 25 when he became director 
f publicity and advertising for Samuel 
Goldwyn. In 1924 when Metro and 
Mayer bought Goldwyn, Dietz went along 
to become director of advertising for the 
new company. 

The stunts which he concocted in those 
days are a far cry from the dignified, 
scientific advertising used today. Once 
he had an arc light installed atop New 
York’s Capitol Theater to project ads into 
the clouds. The stunt plugged M-G-M 
pictures successfully except on clear 
nights when the light had a peculiar 
habit of swinging around, and spectators 
were amazed to see the side of the Para- 
mount building down the street, all lit 
up, saying “Go To The Capitol.” 

Another of his early ballyhoo jobs 
was used with a movie called “The Holly- 
wood Revue.” High above the Astor 


Howard Dietz 


e eHoward Dietz 


Theater in New York was a huge sign 
which not only spelled out the name of 
the picture but had a whole troupe of 
chorus girls inside the letters going 
through their routines in mid-air. 

But M-G-M’s advertising has become 
much more sophisticated and scientific 
in recent years. There is, for example, 
the series of column ads entitled “The 
Lion’s Roar” which appears on the con- 
tents page of a large list of national 
magazines. This feature, instituted by 
Dietz five years ago, has, according to 
him, “a bigger circulation than Winchell.” 
It has been copied, but has “35% to 
40% higher readership” than its nearest 
imitator. 

There is of course another facet of 
Dietz’s career which, as far as popular 
fame is concerned, far overshadows his 
10 a.m. to 5 p.m. job. To most people, 
he is known as the author of such hit 
Broadway shows as: “The Little Show,” 
“Three’s a Crowd,” “At Home Abroad” 
and “The Band Wagon,” which not a few 
people fondly recall as the best revue of 
all time. 

He has written the lyrics to many tunes 
in the ASCAP “standard” category. A 
“stanaard” is a song which retains its 
popularity throughout the years. Among 
his contributions to that file are “Danc- 
ing in the Dark” and “Something To 
Remember You By.” Most of these 
songs were written in collaboration with 
Arthur Schwartz. 

The team also collaborated on a radio 
show called “The Gibson Family,” which 
was sponsored by Procter & Gamble for 
39 weeks in 1934. This stint kept Dietz 
busy turning out tunes at the rate of one 
a day, which is probably the biggest 
part-time job ever devised. 

Another extra-curricular assignment 
was the “Treasury Hour,’ a bond plug- 
ging series of radio shows which he con- 
ceived for the Treasury Department. 

Apparently the only unfulfilled desire 
he has is to be a great bridge player. An 
amateur expert, he plays once a week, 
either at the Regency or Cavendish Clubs 
or at home. “To be a great bridge player,” 
he says, “takes a lot of concentrated ef- 
fort, and a great deal of time. I just 
don’t have enough time.” 


lhe Creative ans Corner 


However old advertising gets to be, or 
however much its techniques change, the 
best advertising will always be based on 
ideas that bear repetition. 

It is doubtful if there is a man or 
woman in advertising who would argue 
the point. Still, the Pond’s advertisement 
reproduced here is one of a very few 
that bear any resemblance whatever to 
the same advertiser’s campaigns of even 
two years ago. 

We don’t know exactly how old this 
campaign is. But we do know that its 


theme has run a good long time. 
She’s Engaged! 
She’s Lovely! 
She Uses Pond’s! 

Only the subjects change-.in these 
Pond’s advertisements. The appeal never 
varies. And neither do the words. 

The plain fact is, they do not have to. 
Pond’s promise is direct and positive and 
instantly clear. And it also must appeal 
to millions of women. 

Perhaps in its promise of loveliness, 
Pond’s has the advantage over much 
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other advertising. We have noted this 
before, in the advertising of Lux and 
Trushay and Drene. It may be that writ- 
ing about beautiful skin or hands or hair 
is the easiest writing in the world. 
Somehow, though, we don’t think so. 
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We think it is the clear, direct prom- 
ise that makes these campaigns stand out. 

We think that advertising to men, or 
advertising to men and women gener- 
ally, can have as direct an appeal. The 
problem, as we see it, is to dig it out. 


the Pay- Of NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


In this department, basic principles which have proved their value in mau 
order advertising—and which are equally important to the advertiser who 
does not seek direct inquiries or orders—will be reviewed and discussed from 
week to week. Pertinent case histories, queries and comments from readers 
are invited. Whenever possible they will be answered here. 


BY ELON G. BORTON 
Advertising Director 
La Salle Extension University 


An old question comes to the Pay-Off 
repeatedly—“Which brings better direct 
results per dollar of space cost, large 
space or small space?” 

And the old answer applies—that all 
depends on the proposition and the 
product. 

Thus Victor Schwab tells of one ac- 
count using both large and small space 
on which pages do about 30% better than 
small space. On the other hand the Nel- 
son-Hall Company finds that, without ex- 
ception, an increase in space means an 
increase in cost of inquiry and order. 

Henry Flarsheim writes, “By and large, 
the experience of our clients over many 
years shows that, although there is not 
much difference in cost per inquiry be- 
tween large space and small, the quality 
of inquiries produced by large space is 
very definitely better—the fact as far as 
my experience goes is beyond debate— 
sales per dollar of advertising cost are 
definitely higher on dominating space. 
This is true on mail order propositions 
and even more striking on agent proposi- 
tions.” 

Another expert, Harry Schneiderman, 
says, “It happens that I am a devotee of 
small space units because, in general, I 
find them more effective for the particu- 
lar kind of advertising I place. Yet even 
I, advocate of small copy that I am, fre- 
quently break through this theory and 
use larger units of copy effectively. It 
all depends.” 

In our own work with La Salle adver- 
tising, we find that inquiries from large 
space usually cost more but we are able 
to close a larger percentage of them— 
they are of better quality, possibly be- 


cause we can tell more in the larger 
space, 

I believe Harry Schneiderman sums it 
all up when he gives certain general 
rules to which, he adds, there may be in- 
numerable exceptions: 

1. A mechanical gadget may use pages 
profitably in mechanical publications but 
not in detective books in which 28 lines 
may work out very well. Here the char- 
acter of readership related to the prod- 
uct governs. 

2. In good mail order months bigger 
space units may prove as profitable as 
smaller units, and produce more volume 
at the same sales cost. 

3. Publications delivering substantial 
circulation bonuses may justify big 
space; publications delivering their guar- 
antees and little more, may not 

4. The nature of the deal (price, com- 
plexity, timeliness, etc.) will often fix 
the most efficient units of space. A 
higher priced unit will demand a more 
detailed explanation than a $1 unit, and 
require more space. A complex idea 
like a textbook—may demand more 
space. A red hot item with a phenom- 
enal demand may justify big space, irre- 
spective of price 

5. The sales plan employed is also a 
determinant. Small space may be found 
more profitable than big space even ona 
high priced deal if the sales plan call: 
for inquiries later to be closed by lit 
erature If, on the other hand, the ad 
vertising shoulders the entire burden of 
making the sale, big space may be and 
usually is best 

6. There is als the matter of account 

: Frequently a mail order adver- 
tiser will ll pay more for hi 
busines through the use of big pace 
sim] to achieve bigger volum« Small 
pace unit may how him i bigger 
profit per ale but he may be ible to 
produce so many more sales at a smaller 
per ile profit from big space, that he 
will make more money on an over-all 
picture The ime thinking will apply 
if the profit margin is exceptional and a 

ubstantial portion of the price can be 
paid for advertising 

Have you any experience to add or 
comments to make on this question? The 
Pay-Off will welcome your thoughts. 
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Ecusta Maps Campaign 


Ecusta Paper Corporation, 
Pisgah Forest, N. C., has revealed 
plans to advertise in Business 
Week, Fortune, Modern Industry, 
Nation’s Business, U. S. News, and 
trade publications to promote its 
new lightweight air mail papers 
and “executive” letter paper made 
from fiber flax. Swatch books 
with samples of these papers are 
available to printers, paper mer- 
chants, and other users of sta- 
tionery. 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war plants 
by the thousands daily—each copy read 
by many, and passed on from shift to 
shift—each copy working 24 hours daily 
to bring you coverage of today's best- 
spending customers . . . 100,000 readers 
daily! 


* *& THE *k * 
NEW HAVEN, CONN. 
JOURNAL-COURIER 


Expect Revitalized Commerce 


Dep’t Under Wallace 
Washington, March 8. — Now 
that Henry Wallace is securely in- 
stalled in the massive Commerce 
Department building, it is amaz- 
ing how many people, waiting to 
see what he will do, confidently 
assert that Mr. Wallace will un- 
doubtedly come up with a flock 
of fine ideas for making the de- 
partment more useful to business. 
During his first week, the new 
Secretary did not give out any 
of these ideas, but as he con- 
ferred with upper crust officials, 
reports began to circulate of im- 
pending moves to improve the in- 
dustrial statistics work of the 
agency, and to combine the dis- 


By STANLEY E. COHEN, Washington Editor. 


pense is natural to bureaucrats 
who have a new boss, Mr. Wallace 
has put some of the discomforted 
to rest by announcing his intention 
of contacting lower-level employes, 
too, in search of ideas—something 
truly new in the department, step- 
child of the Cabinet since the days 
when Secretary Herbert Hoover 
was building himself for the Presi- 
dency. 

The only casualty of this first 
week, it appears, is the National 
Association of Manufacturers. 
Noting that Eric Johnston, presi- 
dent of the rival U. S. Chamber 
of Commerce, is on Wallace’s new 
committee on small business, one 
of the NAM people sighed, 
“Snubbed, and just when we were 


make it. A week ago, a financial 
newspaper, spotting an item for 
$100,000 in the FTC budget for 
general investigations, came out 
with a big story that FTC was 
about to revive the TNEC investi- 
gation of business and distribu- 
tion with a multi-million dollar 
witch-hunt. A few days later, an 
important trade association execu- 
tive saw a new TNEC, too, only 
he said it had been engineered 
either by ex-TNEC chief Sen. 
Joseph C. O’Mahoney, or his for- 
mer assistant, Dewey Anderson, 
now with the Murray Small Busi- 
ness Committee. According to 
him, half a dozen Senate commit- 
tees, studying such things as light 
metals, petroleum, transportation, 
patents and shipyards would co- 
operate on the crusade, with as- 
sistance from FTC, SEC, RFC, 
Commerce, Treasury and Justice. 
The most recent version, and pos- 
sibly the most accurate, is the 
story by a reputable newspaper 
chain writer, who says Anderson 
had organized the six Senate com- 
mittees to cooperate in watching 
the sale of surplus property. The 


tribution and small business oper-|Teady to cooperate.” 
ation in the interest of efficiency. 2 © 
While a certain amount of sus- 


TNEC flavor appears because the 
committees allegedly agreed to 
Treadmill: News is what you|trounce on any instance where 
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e Alone of all radio publications, RADIO NEWS has 
sufficient circulation to offer complete market coverage—including the 
many “Special Interests” of radio*. No other publication reaches a/l/ 
of these markets-within-a-market so effectively and economically. 
With its dominant circulation of 72,969 ABC, RADIO NEWS is the 
one overall national medium that covers the entire radio industry. 


Its advertising influence is broad, deep and penetrating. 


RADIO ELECTRONIC ENGINEERING 


*To serve the most important of these special classes, a sep- 
arate 48-page monthly “Radio Electronic Engineering” 
edition is published, bound within the covers of RADIO 
NEWS. Written for the inner group of radio—top executives 
and advanced technicians who buy, design and specify— 
RADIO ELECTRONIC ENGINEERING is available only to 
qualified leaders in television, radar, electronics and re- 
search—9,000 in all. 


Why not ask a Ziff-Davis representative for full information? 
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surpluses were used to build big. 
ger businesses or monopoli: 
* * * 


Fears: Despite escape fro. fy, 
ther reduction of consurptigy 
quotas, the second quarter ex. 
pected to be a confusing pecriog 
in paper. Many publisher 
voluntarily reduce usage athe, 
than risk further depletion of jp. 
ventories. WPB’s position <cem, 
to be, “You are getting less paper 
Use or save it as you think wise: 
It is no longer safe to assume tha; 
V-E Day will bring relief. 


* se * 


Service: The Census Bureay |g. 
bor force reports will contain dat, 
on population shifts, beginning 
with its March number. _Issyp- 
FTC is watching anti-gray haj 
preparations. At least two stipy. 
lations were announced recently 
involving claims for these prod- 
ucts. 

* * k 

Helper: Allied Liquor Industrie 
draws on the newspaper PM fp 
support in the contention tha 
drys are behind the midnight cur- 
few. A full page in the associa- 
tion’s current news letter is de- 
voted to a PM story. Bottleneck: 
Some observers believe that the 
Lanham trademark bill would 
slide through Congress if support- 
ers could gain the cooperation of 
Sen. Joseph C. O’Mahoney. Thosé 
who have watched the bill in the 
past say O’Mahoney is largely re- 
sponsible for holding it up, pend- 
ing convincing proof that it wil] 
not result in monopolies. 

a a co 

Testimonial: The man the FM 
Broadcasters were shooting at, in 
appealing for the FCC to recon- 
sider its proposal to move FM up- 
stairs, is Dr. K. A. Norton, for- 
merly of the commission staff, 
now with the Army. The Broad- 
casters hoped to prove that Dr 
Norton’s studies of electrical in- 
terference were wrong. When Dr 
Norton appeared at the hearing 
last week, he was introduced by 
Commissioner E. K. Jett, former 
FCC chief engineer, who said, “He 
is not only the greatest authority 
on radio in this country, but in 
the world.” Industry people be- 
lieve FCC will stick to its guns 
on FM, contending that secret 
military data dictates it would be 
better off higher on the dial. 


- 8 * 


Trend: Despite the grocer-con- 
sumer information campaign rag- 
ing for more than six months, 
OPA reports that 12% of the food 
items in grocery stores are priced 
above ceilings. Price Administra- 
tor Bowles is still talking “co- 
operation” between grocer and 
consumer, but his latest program 
inserts more activity on the part 
of OPA enforcement officers. 

oa * * 


Appointment: Frank Perrin, 
ODT acting general council, has 
replaced Richard H. Claire of the 
Pennsylvania Railroad as secre- 
tary of the committee handling 
appeals for conventions. Preview: 
Army reports little pressure s0 
far on the part of servicemen for 
government jobs after the war. 
Approximately 5% of the men in 
the army expect to work for the 
government, but two-thirds of! 
these had government jobs before 
the war. Nearly half are clerical 
help. Post-office rates as favorite 
government job. 

ey a * 


Retort: When NAB director of 
advertising Lew Avery assure: 4 
Treasury audience that radio 's 
the indispensable medium becé ise 
this country still has many i 't- 
erates, Frank Braucher, presid«nt 
of the Periodical Publishers As °0- 
ciation, quipped: “I hear it < id 
that radio’s long-range plann sg 
involves burning down sch 
houses.” 


Pencil Points 


The Magazine of Progressive Architect 


330 West 42d St. New York ! 
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Munro Joins OPA, 


Quits Newsletter 


washington, March 6.—David A. 
\unro, who published his final edi- 
fon of “Space & Time” on March 
; joined the information section 
% OPA here last week. The 
newsletter is being turned over to 
ic former Wife, Mrs. Mary Munro, 
Mt. vernon, N. Y. Plans for it 
have not been set. x i 
“at OPA Mr. Munro is working 
with Alfred Stanford, information 
jirector, formerly with Compton 
advertising, Inc., New York. 
Started on May 10, 1937, “Space 
& Time” has been the cause of 
several libel suits, has put its edi- 
‘or in jail, and has created other 
enemies who did not get around 
to court action. But Mr. Munro 
Jso has made some friends, one of 
whom is Chester Bowles, OPA ad- 
ministrator, and still an owner of 
Benton & Bowles. 

On the other hand, references 
to Henry P. and Lee H. Bristol of 
Bristol-Myers Company as alleged 
“fascists,” brought suit by their 
attorney, L. W. Digges, also coun- 
se] to the Association of National 
Advertisers. Mr. Munro also was 
sued by Macfadden Publications 
for saying that this organization 
was controlled by John Cuneo of 
Cuneo Press. Although friendly 
with Raymond Rubicam and 
others at Young & Rubicam, Mr. 
Munro made cracks at Chester J. 
LaRoche, both as president of 
Young & Rubicam and as chair- 
man of the War Advertising Coun- 
cil. He also referred unfavorably 
to practically everyone else in ad- 
vertising. 

Circulation of “Space & Time” 
has dwindled from its peak of 
ibout 800 to 150. In a “swan- 

mg” editorial for the March 5 
issue, Mr. Munro said: “I started 
‘Space & Time’ believing it had 
nly an offhand chance of suc- 
ceeding. But the reception from 
the advertising fraternity was 
amazing. ‘Space & Time’ suc- 
eeded beyond my wildest dreams. 
It became an institution, and I felt 
that I was privileged to reach the 
ear of the key people in advertis- 
ing in a way not quite possible to 
nyone else. It was a flattering 
and enviable position. 

“But with this issue I am re- 
linquishing that privilege. . . In- 
tead of a highly vocal and highly 
ndividual writer, your. corre- 
spondent has become entirely sub- 
ervient to the purposes of a Price 
\dministration, his voice indistin- 
guishable in a multitude.” 


Southern Aircraft Ups 
45 Advertising Budget 


Plans to increase its 1945 ad- 
vertising appropriation over that 
f 1944 have been made by South- 
ern Aircraft Corporation, Garland, 
lex., contingent upon availability 
f magazine space. 

The company launched adver- 
Using for the first time last year, 
using Barrons, Fortune, Modern 


—— 


NOW FULLTIME 
DAY «»oNIGHT 
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COLUMBUS 
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NOW DOUBLE POWER 
N°W WAVE LENGTH 610 KC. 
CENTRAL OHIO'S 
'NLY MUTUAL STATION 

| * 

‘he News Voice of Ohio 
* 

{ATIONAL REPRESENTATIVE 

DIO ADVERTISING CO. 


221 Sth Ave., New York City 
N. Michigan Ave., Chicago, Ill. 
T~ 


Industry, and Product Engineer- 
ing, and hopes to appear this year 
also in Aero Digest, Aviation, Es- 
quire, Southern Flight, United 
States News, and the Wall Street 
Journal, Copy is of an institutional 
nature. 


Takes Sponge Aire Post 


Fred H. Rindge, recently per- 
sonnel manager of the Buffalo 
Arms Corporation, has been ap- 
pointed public relations director 
of Sponge Aire Seat Company, 
Buffalo. 


More Drugs Sold 
in Super Markets 


New York, March 7.—In the 
past six years the number of drug 
and cosmetic departments in super- 
market operations has more than 
doubled, according to a study pub- 
lished in the March issue of Super 
Market Merchandising. At present 
50% of the supermarkets in the 
country have such departments, 
compared with 20% in 1939. Post- 
war entries in the field will raise 


the percentage to 69%. 

The annual volume of these de- 
partments averages $13,000, and 
represents 3% to 4% of total sales. 
Most of the products sold are those 
commonly represented on drug 
counters which require no doctor’s 
prescription, but 17% of the oper- 
ators employ pharmacists and 
handle a complete drug line. 

About 50% of the counters oper- 
ate on a self-service basis, 37.5% 
employing clerks. 

The survey concludes with the 
observation that the increase in 
business was not obtained at the 
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expense of the drug trade, which 
increased its average sales by 
about 77% for the independents 
and 65% for the chains, in the 
period 1939-43. 


“SELLING SIMPLIFIED" 


By Leon Epstein, Sales Counsel 
This stimulating series of pocket-size ‘‘refresher”’ 
booklets will help you sell. Several hundred thou- 
sand copies already distributed by executives to 
salesmen and customers; as enclosure and give- 
away. Available titles: (1) How to Say Hello, 
(2) Your Name Please, (3) Through Sales-Colored 
Glasses, (4) Calls and Calluses, (5) It's About 
Time, (6) Man Alive, (7) Selling Simplified, first 
title of the series. Complete set of seven, $1.35. 
Any five titles, $1.00. Single copies, 25 cents each. 
Sales Research Institute, 55 W. 44th St., N. Y. C. 
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Little Elmer says: ‘‘Among Chicago’s major 
radio stations WGN leads the field in local 
and national spot advertising business.” 


A Clear Chanel Silton 


EASTERN SALES OFFICE: 
TOWNSEND CO., 


WEST COAST: 


CHICAGO 11 


50,000 WATTS 


MUTUAL 


EDWARD S. 


ILLINOIS 


720 KILOCYCLES 


BROADCASTING 


220 EAST 42nd STREET, 


SYSTEM 


NEW YORK 
RUSS BUILDING, 


SAN FRANCISCO, 


17, N.Y. 
CALIF. 
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Noyes, ANPA, Opposes 
Special Editions 


Speaking “specifically . .. per- 
sonally, and not for the newspa- 
pers of the country or for the 
American Newspaper Publishers 
Association,” Linwood I. Noyes, 
publisher of the Globe, Ironwood, 
Mich., and ANPA president, stated 


recently that he did not believe | 


that “any special editions planned 
to celebrate any military victories 
or for civilian reasons will be a 
credit to the situation or their 
publishers.” 

Releasing a statement on the 
necessity for conservation of news- 
print, Mr. Noyes paid tribute to 
government and newspapers for 
“cooperation without resorting to 


ja plan of allocation or rationing 
|... Which would disrupt the pat- 
| tern of newspaper service and de- 
stroy many necessary functions,” 
and at the same time called for 
further voluntary conservation 
steps. 


Mid-West Ad Award 


The Forrest R. Geneva trophy 
for the best newspaper advertising 
idea by any member of the Mid- 
West Advertising Managers’ Asso- 
ciation has been awarded for the 
second consecutive year—and per- 
manently—to the advertising de- 
partment of the St. Joseph, Mo., 
Gazette and News-Press. A cam- 
paign for the Tootle-Lacy National 


Bank was the basis for the award. 


A IMPOSING group of successful advertising executives 
and advertising agencies find this a lucky number. It en- 
ables them to useaserviceconsisting ofad-setting, engraving, 
and printing—all under one roof...Specially trained men are 
always on their toés'to serve you so well that you will come 
back again. We cah lighten your burdens—~and at the same 


time produce better and more 


at a saving of time, trouble and money. Phone Whitehall 2300 


FAITHORN 


CORPORATION 


AD-SETTING + ENGRAVING +’ PRINTING 
400 N. RUSH STREET, CHICAGO 11 + WHITEHALL 2300 


profitable printing for you— 
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Here’s How 450 Contestants Rated ICS Ads 


About 450 readers of ADVERTISING AGE who submitted guesses as to the relative pulling powe, 
International Correspondence Schools advertisements run in 1944, and reproduced in the Feb. 1° 
on the average rated the 12 ads somewhat more correctly than they would have had they rated 
“blind.” The advertisements wnich originally appeared in the Feb. 12 issue are reproduced ag: 
the opposite page, identified as they originally were, but this time with the correct standing of eac} 

Of the 450 who entered the informal contest, 100 will receive as prizes copies of the famous ICS RB 
Useful Business Tables through the courtesy of Paul V. Barrett, director of advertising for the sc), o). 
Entries returned to AA have been sent to him for determination of the 100 best guesses. Last year 
than 300 persons submitted entries in a similar contest. Names of the top leaders in the contest y 
reported as soon as Mr. Barrett finishes his tabulation. 

Tabulation of the estimates last year indicated that the admen guessed rather badly on some 19 
ads ICS ran in 1943, and the results of the present contest show a few similar poor ratings by th. ex. 
perts. By far the poorest guesses were made on ad E, captioned “Meet the new foreman, Mrs. Irvin. 4} 
though it was ninth in pulling power—that is, according to the number of enrollments secured 
than half the contestants rated it best or second best. On the other hand, ad L, which actually re: :\teq 
in fewest enrollments, received a very low rating by the contestants. 

One agency taat is interested in such contests as this has suggested that entries should be judged 
point system. This system, which entrants and other readers may wish to follow in figuring their jwy 
efforts to judge these ads, provides that a point of demerit be composed if the guess is one numbe) je. 
moved from the correct rating; two points if two numbers from the actual rating, etc. Thus, a tot: 
all 12 ads of 51 points would be a mathematical average; 102 points would be the worst possible, ang 
zero would be a perfect score. Incidentally, the contestants averaged 46.1 points, or three and three. 
fourths off on each ad, this system shows. Guesses on the various ads, ranging on the average from 
2.5 to 6.6 numbers off, were closest on ads K, B, C, and G, poorest on E, A, H, and F. 

The tabulation which follows shows the actual standings of the ads as shown by carefully checkeg 
ICS records, together with the selections made by the contestants. The number who assigned the cor- 
rect relative position to each of the 12 ads is shown with underline. 


How ICS 

Ranked How Advertising Age Readers Ranked the Ads a 
Ad the Ads 1 2 3 4 5 6 7 8 9 10 11 12 
eer 3 24 19 29 32 36 37 43 46 36 30 46 60 
URES rer 6 46 76 61 52 48 33 29 27 27 19 10 5 
eee 8 16 19 20 18 30 31 38 34 42 46 56 8] 
_ Ser 2 29 43 38 42 30 50 34 52 29 46 28 16 
ee 10 138 83 59 38 28 23 32 10 10 2 8 4 
eee 1 60 29 38 32 26 30 34 37 42 40 34 31 
ieee a 5 27 41 36 36 39 37 35 41 55 47 24 16 
_ |) Sree: oe 11 14 29 39 42 63 40 44 42 34 30 39 7 
ae 7 66 55 64 53 48 42 360 23 17 19 9 6 
: Sey 4 20 27 33 37 38 44 39 40 41 47 48 23 
_  ereneese 9 7 19 21 26 29 33 40 42 52 57 64 43 
er rere 12 4 11 9 27 17 27 34 36 43 45 59 126 


Hooper Extends Sample 


to 75 Million Persons 


C. E. Hooper, Inc., New York, 
is extending the “89-City Report,” 
which samples cities of 25,000 or 
more population, to cover approx- 
imately 75,000,000 listeners. The 
new reports will show sponsored 
network program audiences by 
city size groups, including those 
over 250,000, 100,000 to 250,000; 


50,000 to 100,000, and 25,000 to 
50,000. 

Hooper also revealed a postwar 
objective of a service furnishing 
ratings based on sampling of the 
nation’s total population, reported 
as 131,669,275 in the 1940 census. 


Aurex to Wiley 


Aurex New York, Inc., manu- 
facturer of hearing aids, has ap- 


pointed Walter W. Wiley Adver- 
tising, New York, to handle ad- 
vertising. New York newspapers 
only are being used at this time 


Irwin to WSGN 


Gerard N. Irwin, recently with 
the Joseph Katz Agency and New- 
ell-Emmett Company, New York, 
has joined the sales department of 
WSGN, Birmingham, Ala. 


_ the 


... they're on 


t pe the best of a big station’s finest talent... talent that, year 
after year, has been building jumbo-sized audiences and per- 
forming masterful selling feats for its sponsors... bind it all up in 
a fast-stepping half hour... fling it coast-to-coast on the CBS net- 
work—and you have WBT’s Carolina Hayride. 

Here’s 50,000-watt entertainment from out of the South... big 
names from the roster of Southern radio... rating-building, mail- 
pulling names like: 


The Briarhoppers, git-tar and a-cor-deen specialists who've had the 
same smiling sponsor over WBT for the past 11 years. 


Larry Walker and the Rangers Quartet—favored by 31.6% of all radio 
families in the WBT area (so say CBS Listener Diary studies). 


network 


The Johnson Family, whose six mellow voices sing the South’s ol: 
songs and hymns—and captivate (according to the Diary) 27.8% of thos 
same families every week. 


now... 


The Tennessee Ramblers, vocalists with a following of 45.0% eac 
week (the CBS Listener Diary, again). 


The Southland Jubilee Singers—newcomers to WBT and one of t!° 


. most promising negro vocal groups you've ever heard. 
P g ps y 


This is talent that spot time-buyers can tell you about. They kno 
that locally each of these groups packs a selling wallop echoing | 
beyond the borders of WBT’s 107 primary counties—a wallop t! 


will sell network audiences just as surely as it does Southern 


~ teners. Mail, already coming in from Utah, Texas, Maine, Ohio a 


other places where CBS stations present Carolina Hayride, is su 
proof this lively show from out of the Sor 
is on its way to nationwide popularity. 
Catch this something -new-on-C 
program next Saturday afternoon at 2: 
EWT. Listen to the style of showmans! 
that has made WBT “The South’s B 
Salesman” for 25 years. It’s the kind of h 
wagon that any advertiser could profita 


‘vy 


CHARLOTTE + 50,008-Matts 
The Souti's Best Salesman 


travel places on. 


Represented by Radio Sales, 


Adv 


& a : : F MT a. x C y 7g = es E } : 4 vA 7 
= SS be 
| ee 
: * oo 
\ t 
“ T! 
: . tisen 
| yank 
. ee 
: 
- 
| BE 
| | [ome 
ciate a 
Baagro 0 
: Roo 
| ee 
ic 
coolio Ve 
| 
| 
| | ES SSS ET 
_— ee EE lO | i 
Po Mek 
} 
} a I 
=, | ee , 
| | a : 
st 
ia =p" 
ae — eZ s P nt 
a «fe... Giddyap, Dobbin = 
——— y ly “2A = 
Ss ¢ a A <<" ones 
= ee \ . reer 
(pr SN S$) i 
— io ae = 
We —— < ~—e hy ; 
A c < we = 
i a Te en =f 4 
Za “ x > ) a 
SB == 9 = Ys ENS 
\\ isis ~ he ea 
|B AE © ee eee - 
Lp —=— a= J —— 
The = = YW iS 3S oOo SS Ses Y 
ae ZaS, pass 
ERAT OES = - a ! 
‘(f ES _— — = —~S SV 
Ma  ——_ ay fe 
Me a ei, 1 ti” 
) Bs =f \ “am 
—— 3 i} ‘ Q ie ' 
; \ f ey ae Kt Meso he § ae 
C\ SS ONS a 
- \ _we See 
sy _ ¢ 
Sa 3 — 
a : 7 - A : 


945 


8] 

16 

4 

31 

16 

li 

6 

23 

43 

126 
dver- 
» ad- 
apers 
time 


with 
New- 
York, 
‘nt of 


ga 


Adv 


TI 


sen 
oe during 1944. They were reproduced without ments, 
rank g in the Feb. 12 issue of ApverTIsInG AGE, and_ advertising, International 


BE SMART— 
Study Radio Now! 


TION RATES FOR MEMBERS OF THE ARMED FORCES 


gecims TUS 


ees ietarncticndl, Orr 7 a Bey 


tising Age, March 12, 1945 


How 


Thus is a radio war — and victory 


will bring a radio world! 

That’s why men with foresight 
and ambition are studying radio 
now — at home, in their spare time! 

They know that if they're drafted, 
radio training will make them 
eligible for further valuable train- 
ing with the Armed Forces — for 
higher rating and higher pay — for 
more interesti 

And when 
life, they'll have knowledge to fit 
them for a well-paid job in radio, 
television or electronics! 

You can study an'I. C. S. Radio 
Course in your spare time — at low 
cost — starting right now! Mail 


assignments! 
return to civil 


this coupon, and we'll send you 


complete information on the famous 
I. C. S. personalized teaching meth- 
od, which has helped thousands 
along the highway to success! 
This information may well be 
worth thousands of dollars to you 


— yet it’s yours for a 3c stamp! 


Aeasd 


‘Meet the new foreman, Mrs. Irvin ¥ 


It outweighs long service. F 
supervisory rank go to the men who th 
equipped themselves for the step up. 

Have you studied the managing of men 
at work? Do you have a trained man's 
knowledge of Wage Systems and Job 
Evaluation, Production a Control 
of Materials, Control of the 
Manufactured Goods? 

The famous Foremanship Course of 
the International Correspondence Schools 
gives you these — and much more. Don’t 
let the other fellow “step over your head.” 
Mailing the I. C. S. coupon has meant suc- 
cess for thousands of ambitious Americans. 
Act now to join them! 


* How would you like to carry home the 
news that you've been advanced to fore. 
man? You've thought about it, of course. 
But what have you done about it? 
Training is the dividing line between 
the man at the machine and his a 


De 


readers were invited to rank 


“THAT NEW 


@ EMPLOYERS are quick to notice 
when a new employee “knows his 
business"-—-when he is obviously an 
1. C. S.-trained man, who under- 
stands what makes the wheels go 
round! 


MAN 


CERTAINLY ‘CATCHES 
ON’ QUICKLY!” 


© Such men get off to a good start 
—and are most likely to really “go 
places.” (That's true, too, if they 
enter the Armed Forces—where 
trained men get higher rating, 
higher pay, and more interesting 
assignments!) 


¢ Would YOU like to become a 
trained man—in a few months time, 
at the cost of a few dollars a week? 
Then mail this coupon, and learn 
S. Course in your line 
of work, studied at home in your 
spare time, can lay the foundation 
for a successful career! 


© The worth of I. C.S. training is 
proved by 51 years of service to 
nearly five million ambitious men— 
thousands of whom are today top- 
flight leaders in business and indus- 
try! For complete information, mail 
this coupon today! 


INTERNATIONAL CORRESPONDENCE SCHOOLS 


HELPING TRAIN AMERICANS FOR VicToRy 


BOX $652), SCRANTON, PENNA, 
Wahout cost or obli Maation, please send me bocklet and full particulars about 
the course before which 1 


bave marked 
mee wancae Ane, INDUSTRIAL A wnt 


“owe teawomics counses 
B Street Dreowmatuna 


Te Reo and Cafe 
nie ak mney Br. — aa i masmahing aod Dasigaing ot wate 


Management Corenag 


of pulling power. The correct ranking of the advertise- 
as designated by Paul V. Barrett, 
Correspondence Schools, is 


them in their relative order 


director of 
secured, 


MAKE YOUR RESERVATION 
FOR A PLACE AMONG THE 
LEADERS IN THE COMING 
VICTORY ERA OF MIGHTY 
INDUSTRIAL-COMMERCIAL 
GROWTH & DEVELOPMENT - 
JUST MAIL THE COUPON! 


INTERNATIONAL CORRESPONDENCE SCHOOLS 


HELPING TO AIN AMERICANS FOR VICTORY 


SOK 5277-4, SCRANTON *, FEN 
Without cost or obligation, please send me booklet and full particulars about 


the course before which I have marked X 
Tenuenene, Fa upueraras Ly ll 
hentia 


2 Rasiwar Postal Core 
; Selowmecebin 
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sg and then Covering 
S Trathe Management 


Tee Room sad Caletere 


Drewmaking sad Devianng = Management. Caterina 
veme. see Home searems 
cue D seems Potton 


Pr 
Cometion reviaents send coupon to Inirrnationsl Corcopandence Bchanls Comedion, | umited dilent oni, Conads 
Brith reetden/t coed compan Tendon 


te CM. Tt Kinvewey, 
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Air Conditioning and 
Plumbing Schools 

Air Conditioning 
Heating Plumbing 


INTERNATIONAL CORRESPONDERSS SCHOOLS 


TECHNICAL CO 


TRAINING 


Quality of 


St 
A 


Aeronautical Eng 
Aircraft and Saniae 


Airplane Drafting 
Commercial Pilot 
pinoer 


eam Fitting 
vietion Schoo! 


FOR SUCCESS IN MODERN 
BUSINESS AND INDUSTRY 


Merhani 


Telegraph Engineering 


Internal Combustion 
Engines School 


tive Fireman Petroleum Refining Plant 
Railroad Section Foreman Steam Electric 


Weather Observing Automobile Technician Siete teginesting Steam Engineering 

Chemistry Schools pn Fae Schoots Textile 

Chemical Engineering aa Boilermaking Cotton Manufacturing 

Chemistry, Analytical a Combustion Engineering Rayon Weaving 
hemistry, Industrial Mechanical Schools Engine Running Textile Desig 


Chemistry, Iron and Steet p 


Plas 


Pulp rane Paper Making 
Civil, Architecterel 
Stree 


Engineering Schools 
Architecture 


Marine Engines 


BUSINESS and ACADEMIC SCHOOLS 


* jen Manufacturing 
Heat Treatment of Metals 


Foremanship 


Architectural Drafting First Year College ymanship 
Bridge and Building High School Secretarial Stenography 
Foreman her i Traffic 
Ilustrating 


ngineening 
ding Estimating 


Civil Engineering Business Schools City Letter Carrier 
Contracting and Building Accounting Office Clerk 
Highwey Eng: Advertising Railway Postal Clerk 
Lumber Deak 7 

Sanitary Eng: Correspondence Lenquege Schoo! 


neer 
Structural Drafting 
Structural 


rench 
Good English Spenish 


The successful man DOES today what the failure 
INTENDS to do tomorrow. Mail this coupon NOW! 
Specks Vettes Rates fer Members of the Armed Forces 

ICE SCHOOLS 
GOK 5680-5, SCRANTON 9, rena 
Please send complete information on following subject 


if you can read and write, 
and are willing to study, 


WE CAN TEACH YOU! 


© Specie! service end 


may seed extra help la 


order te enderstend. Meme Address - “ — 
REASONABLE TERMS ieee C—O 
way Of aneanace ‘ain, .. =< 


E too smart to stay in the same old job rut! You 
at you have one life—that's all. So you've thought 

foing something that would advance you in your 
crease your income. 


ourw 


time to get started is now. And you can take the 
toward Personal Success this very minute! Just 
er the coupon below and mark the I. C. S. Course 
field of interest. Then mail it — today! 
ll send you complete information on the Inter- 
Correspondence Schools, and how they can 
L 1 the sound, practical training you need to get 
faster. Cost is low, texts are easy to understand, 
ery student gets personal service. The time to 


teps” is RIGHT NOW! 


> OVSCMARGED VETERANS — SPECIAL TUITION MATES FOR MEMBERS OF THE ARMED FORCES 


SPRINGBOARD TO SUCCESS! 


Masy men today are using drafting boards to help win this 
war! © The International Correspondence Schools 
Courses in Mechanical or Architectural Drafting 
have fitted many hundreds of ambitious men 
for better jobs in this well-paid field! 
© All I. C. S, Courses (covering 
400 business and technical 
subjects) are prepared 
by leading practical 
authorities, constantly 


nect new devel 


revised to 
opments. Yet the cost of 1.C.S 
training is surprisingly low. © It's 
not too late for you to start —help 
your country, help yourself! Mail this 


' 


coupon today 


| SPECIAL TUITION m FOR MEMBERS OF THE ARMED FORCES 
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Fran a Aplin gngycmwcny ofa loge cyplememers 
began their climb to success by mai this coupon! 
Special Tuition Rates for Members of ated Forces. 


INTERNATIONAL CORRESPONDENCE SCHOOLS 
sor SCRANTON 9, PENNA. 
Pease send me complete information on the fallewing sebjects: 
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True for 63 years: : 
TODAYS 1.¢.3. STUDERT ; 
1S TOMORROW'S LEADER! 1 
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© The Future belongs 


to the Trained Men! — - —— An 
ome Mbdvos — - 
ACT NOW TO Cay__ . State i 
JOIN THEM | aed — ' 
Pramiea } ns ' 
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 ~e TO WORK — 
K~_A 


Bo rev want increased pay. larger re 


sibilities, a real career instead of place you in 
jast a yob? Put the famous International richly rewarding fut 
Correspondence Schools coupon to work Thousands who hav mpl i 
for you leaders of A 

Marked and mailed, the 


bring you full information 


men ndustry and t 
oupon will ness. What they have done, you can J 


Start now as they did by send th 


traning for success in the field of your out "a mission for you 


shown in the table opposite, which also shows 
made by about 450 ApvERTISING AGE readers. 
be noted that the ICS ranking is based on enrollments 
rather than coupon returns. 
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ICS 1944 Ads Ranked in Pulling Power 


12 advertisements reproduced here are the adver- 
its used by the International Correspondence 


the choices 
It should 


YOUR FUTURE (5 PLASTIC~ 


Asrrive capable of being molded is 
plastic. So it’s a word that applies to your 
future as well as to the materials of the 
plastics industry. There are giant possibili- 
ties in this field. Their realization depends 
upon the planning of trained men. 
Within YOU, too, are great possibilities. 
Their realization depends upon your being 
a trained man. The world-famous Inter- 
national Correspondence Schools offer you 


the opportunity to obtain that training in 
your spare time, at low cost. 

With training, you can mold yoar place 
in the coming Victory-world to your heart's 
desire. A more responsible job, higher 
pay—whichever you want is attainable if 
you qualify as an expert. 

The time to qualify—in plastics or any 
other industry—~is NOW. Mail the coupon 
today and let LC. S. 


tell you how! 


INTERNATIONAL CORRESPONDENCE SCHOOLS 


BOX 2316-D, SCRANTON 9, PENNA. 


Without cost or obligation, picase send me booklet and fu 
© Seneote 


| Peer 


Tx FuTuURE is coming toward you...a 
post-war world of new electronic, plastic, Diesel 
industries and changing older ones. 

Famous International Correspondence Schools 
texts are informed, authoritative, practical guides 
to any field in that future. And the time to begin 
your training in any one of 400 I. C. S. Courses 
is RIGHT NOW. 

Without preparation, what will be your chance 
in competition with fellow workers who are study- 
ing now to qualify as experts? 

You know the answer. 


BOX 7682-, SCRANTON 9, 


rtm 
Without cost or sbligation, please send me booklet and fu'l particulars about the course Before which I have masked X 
Seneets ea! Seneote Cc oe Drefene © Stee Fitiag leenaddeel 
~ Semone 


With I. C. S. training, you can advance today 
and be fully prepared for the challenge and the 
Opportunities of the post-war era. An I. C.S. 
Course is more than job insurance—important 
as that is. For the earnest, ambitious man or 
woman, it is Success Insurance— backed by a 
52-year record of training industrial and busi- 
ness leaders. 


Mark and mail the coupon below for full 
information. Act now! 


Tene is « definite LCS. type. The records of 


100,000 current students . . . 
students Since 1891 . . . 


the time of beginning his studies: 
He is an adult. 


nearly 5 million 
supply the outlines. 
Here's how the typical enrollee shapes tip at 


In wartime he is in the 
Armed Forces or in vital production. Bat war 


are you the 


 G. &, 


or peace, good times or bad times, he is an 
employed man. Circumtances have prevened =f YP@ Of man? 
his attending a college but he is ambitious, 
intelligent, determined to acquire the special 
ized training that will help him in his present 
job and prepare him for a better one. 

Does the description fit you? Then you'll be 
interested in what LCS. helps these students 
to achieve. In a single 30-day period we have 


received as many as 635 student letters report 

ing advancement in salary and position. In a 

period of 120 days we have received 1,92/ ———— 

such reports igs 
Graduates include the presidents, board 

chairmen, chief engineers or chief chemi 


some of the largest steel, airplane, chemical y ‘ 


railros 


und electrical equipment co 
in the country. Thousands of others } 
istered substantial successes in their \ 
fields. Here's the kind of coupon they signed 
nd mailed 


SPECIAL TUITION RATES FOR MEMOERS OF THE named FORCES 
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More on That Fighter St : 5 
|is far from being a 


To the Editor: No wonder Mr.| monstrosity. 
Thrasher was puzzled at the First} Even though it does throw 
3 Markets Group advertisement | everything into the copy but the 
showing the fighter facing the| proverbial k department sink, this 
ropes. .,| graduate of the Philadelphia Col- 

Actually, however, the artist/]ege of Pharmacy and Science, 
was 100% correct and the draw- | who has managed over a dozen 
ing is based on one of the most/Quaker City pharmacies in his 
famous of all ring press photos.|qay, thinks it’s a pharmaceutical 
The original shows Joe Louis put-/| crime and not at all U.S.P. for the 
ting a short arm jab where it will agency’s copywriters not to know 
do the most good as he crowds his|how to spell PHARMACOPOEIA 
antagonist against the ropes. The | correctly. 
other guy is between Joe and the 
ropes in the original picture but 


therapeutic 


HaroLp HUTCHINS, 
Editor, Cosmetic & Drug Pre- 


This department is a reader’s forum. Letters are welcome. 


sue of ADVERTISING AGE, Page 7,,orders is not as serious as it might 


be otherwise. But when a plate 
for World Petroleum turns up in 
Los Angeles or a set of four-color 


|plates for Petroleum World turns 
up in New York, then “Life with 


Father” hits an all-time high. 
Little things like this are just sent 
to try us, 
Rex W. WADMAN, 
Publisher, New York. 
7, v 


And Rivers Again 
To the Editor: Of course, it is 


all merely a tea pot tempest. But 
both Loveless and Smith are all 


the artist took him out—evidently| view.’ Fawcett Publications, |Palled up when they say George 
just in time. New York F Washington threw a silver dollar 
KENNETH GROESBECK, "9 @® or any other kind of money across 
Vice-president, Ruthrauff & : ithe Rappahannock. Loveless 
Ryan, Inc., New York. Gladys Was Right | proves himself inaccurate when he 


, 


Now It's Spelling 


To the Editor: The Philadelphia 
Inquirer’s advertisement extolling 
the pharmacist, in the Feb. 19 is- 


To the Editor: The pulchritudi-|says Walter Johnson “duplicated 
nous Gladys is absolutely right, the feat, at or near the identical 
but there is one saving grace—Pe- | spot across the Rappahannock.” I 
troleum World and World Petrol-|was present when Walter Johnson 
eum are members of the same threw the silver dollar across the 
family and a mix-up in space|/Petomac from the Mt. Vernon 


IT’S WHAT YOU 


DO WITH CELLULOSE FIBRE THAT COUNTS 


Something to look forward to 


Anyone who has ever sold to women knows how much they 
like useful attractive packages. 

And right around the corner, in the future, women will find 
that packaging has taken a long step forward. 

We don’t mean to suggest that the grocery, drug, or depart- 
ment store of the future is going to deliver all your purchases 
in elaborate packages. 

But we do mean that a great advance in utility packaging — 
decorative as-well as protective — 1s on its way. 

The war is teaching us many things about packaging. In lami- 
nated papers, resin-coated papers, paper sealings and other 
package papers, years of normal development have been com- 
pressed into months. 


From moisture-resisting paper bags to protect dehydrated 
foods, to tiny paper casings for emergency drugs— paper 
packaging is helping in every activity of war. 

Out of all this will come handsomer, more efficient packag- 
ing papers for peacetime. Here at Oxford we are conducting 
research on various packaging problems at this moment. 


Such experience will enable us to be of greater service In 
many ways to packagers, just as our experience in producing 
a thousand miles of fine printing paper every day is proving 
so valuable to all users of printing. 


OXFORD 
PAPER 


COMPANY 
230 Park Avenue, New York 17,N.Y. 


MILLS at Rumford, Maine and 
West Carrollton, Ohio 


WESTERN SALES OFFICE: 
35 East Wacker Drive, Chicago 1, Ill. 


Advertising Age, March | 1945 


thanks a billion from the bh. 
Sct. KENNETH L. Tor: 

Hq., 6th Photo Ren. G: 
APO 72, c/o PM, San } 


shore. Smith, who puts the dollar 
throwing locale on the Rappa- 
hannock, tries to prove it by say- 
ing he is a Virginian, born On the 


Rappahannock, but that he now cisco, Cal. 

lives in Missouri. If he were a 

real Virginian, he’d never have » is 
left the state, which is my present | Extra Legs 


residence by choice. 
J. P. YODER, 
Director of Public Relations, 
Morris Plan Banks Associa- 
tion, Washington, D. C. 
[Editor’s Note: Ever notice how 
easy it is to get an argument 
started in this column? ] 
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Permission Granted 


To the Editor: The Feb. 26 
issue of ADVERTISING AGE published 
a story on Page 22 concerning 
postwar trade. possibilities with 
Argentina. It was well done and 
very informative, and we believe 
it would be of interest to readers 


To the Editor: Since s 
the ad guys delight in ridin 
layout and makeup guy: yw 
somehow have Snafu’ed, hout 
intention of course, I am en: >in, 
a specimen which will no joy} 
have these bright lads bh: wing 


= “LEON 
ORCHID. PRINT ¢ © 


of our monthly publication, “New 
Orleans Port Record.’ 

We would like permission to re- 
print this article in the April issue 
of our magazine. Full credit would, 
of course, be given to ADVERTISING 
Acre. If this can be arranged it 
will be greatly appreciated. 

JOHN B. FERRAN, 
Department of Publicity, 
Board of Commissioners of the 
Port of New Orleans, La. 


v v v 

Thanks a Billion 
To the Editor: Mail came 
through today, stacks of it. A lot 


was water logged; most of the 
boxes were crushed shapeless. But 
it was from home and we read 


each scrap hungrily, even the 
newspapers stuffed in the pack- 
ages. 


I arranged my mail in three 
stacks: 1) letters from my wife; 
2) letters from my family; 3) mis- 
cellany. The two long envelopes 
with the cornercard ADVERTISING 
AGE went into the first pile. 

Everything we get is either con- 
densed or dehydrated, until I 
wonder if something couldn’t be 
done with sex. But anyway... 
many of the men are making plans 
to go into business after the war, 
many for the first time, due largely 
to their savings and the G. I. Bill 
of Rights. So my pony edition of 
ADVERTISING AGE is soon dog-eared, 
finger-marked and its contents 
thoroughly debated. 

That “available without charge” 
is a new phrase to most of us... 


ie 


NOW! 


View Beige cheder! Lae them slice o@ 
wearing! Stem OY, te 1044 Strom Few 


wet e1Commine POR Lintner 
aq 


with moronic glee, especially 


where legs intrude into the art 
work. This is an ad for R. J 
Goerke Company in the Dail; 


Journal, Elizabeth, N. J., 

Now, Mr. Gussle of G. C. & N, 
(AA, V. of A. Nov. 20, 1944) what 
other quotations do you know? | 
think you are marvelous. 

T/Sct. CHAS. PERRY JR., 

Corsica. 

P. S.—Your regular edition and 
pony offspring are still tops in the 
business. 

7° ¥ 


Can You Guess Names 


of These Magazines? 


To the Editor: I was amused by 
a quiz which my daughter and 
several of her classmates circu- 
lated among high school students 
at the Sacred Heart Convent here 
in Chicago, and it occurred to me 


that the boys in the business might 


MICHIGAN 
LEAGUE 

TOWNS 

Are Busy Towns 


Albion Recorder 

Big Rapids Pioneer 
Cadillac News 
Cheboygan Tribune 
Coldwater Reporter 
Dowagiac News 

Grand Haven Tribune 
Greenville News 
Holland Sentinel 

lonia Sentinel-Standard 
Manistee News-Advocate 
Marshall Chronicle 


Every one with important indus- 
tries that are working night and 
day to provide the materials of 
war — every one with rich agri- 
cultural areas that are helping to 
feed the men behind the guns. 


i Midland N 
These are important markets now Eeeeet ctetee Thnus-ttomn 
and will continue to be after the _ Niles Star 


Petoskey News 

South Haven Tribune 
Sturgis Journal 

Three Rivers Commercial! 
Traverse City Record Eag 
Ypsilanti Press 


war. 


SERVED BY HOME TOWN DAILIES 


People in these communities read their home town daily ne) 
aye more thoroughly than ever. Circulations have more tt 
ept pace with increased populations . . . Include these ne) 
papers in your 1945 advertising plans. 


MICHIGAN LEAGUE of HOME DAILIES 


“Lower Peninsula Group" 


National Advertising Representative 


SCHEERER & COMPANY 


35 E. Wacker Drive 
Chicago 1, Illinois 


441 Lexington Avenue 
New York 17, N. Y. 


Phone: STAte 7942 Phone: MUrray Hill 2-2423 
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ertising Age, March 12, 1945 


‘o try their hands at guessing 
nswers. 
test is to “Name These 


wwazines”’: 
4, Color .......... 
9 & SB. seve vsese and the pur- 
-yit of happiness.” 
4, Truly U.S.A. .......... 
5, Coal Miners ........ 
of 6. Not local .......... 
ome 7, A woman’s pride .......... 
wh g. Until you’re married ...... ‘ 
hout 9, Housewife’s diary ........ 
Sing by st ROS 
ubt 10. Mother and father ........ 
ling 11. What millionaires have 
‘eG die bodes sss , 
1S Ae Sarai a cys 
. 14. “I cannot tell a lie” ....... 
15. A Squire coisa  Belcatkads 
16. PYOC@SSION ..6...6... 
(awe waits for no one.” 
18. Improved abodes and hor- 
ticultural delights ...... ckwangeee 
19 “Week - end a  —_—_—— 
NB 0: Map’ “Conscious «0.2... 
21. ‘Ellery re 
22. On a Prince’s head ........ 
23. One from Manhattan ...... 
’ 6. A WE civ dcsiss 


25: Net Heme os eS ee 

The answers are given below. 

__ JOHN F. FINLAy, 
Vice-President, Aubrey, Moore 
& Wallace, Chicago. 

ny A[WJUOW onUBeYW ‘Gz 

WUIOH “FZ 
A94YIOX MON ‘EZ 
}IUOIO,) ef 


ally PATIO®IJIOd “IZ 
a ales ONYdBAZ09F) [VUOTJBVN ‘9Z 

: ir sOg Sulusay Aepanyes ‘“gT 
R.. J SUePIVH FY sawopy seq ‘RT 
Dail out “LT 


epeleg ‘gf 


N UBWIa[JUBFH ATQUNOD “GT 
& WN, AIOIS NIL, “PT 
what U9BI}JUVAIG “ET 
w? J WeSIG S,sepveay “ZT 
eunwWOy “[TL 
SJuaIvtg ‘OL 
beg [euunogs GUlOyT Serpey “¢ 
B[PSIOWWAPRY “sg 
1 and Suldeeyesnoy poor *) 
"th : ueBeypodoutsoy “9 
in the SAa10D °g 
UuBILIOUIy ‘FP 
AWOqVT “¢ 
esT % 
1S yooqpey ‘T 
vwerY 
“ The Right Play-back 
a DY ‘ : P P 
and To the Editor: Your editorial in 
‘ircu- fg 2e Feb. 5 issue headed “Why Talk 
dents ver Their Heads?” is definitely 
“ee vkay with one criticism, so far as 
a aos lam concerned, and that is—the 
night ast sentence says to “read the ad- 


erlisement aloud to the nearest 
illing station operator,” etc., etc.— 
l und from experience that the 
reverse procedure is the correct 
ne—have the station operator 
ead the advertisement to you! 
I think you will find as I have 
lone that the expression an adver- 
using writer would put into his 
fading is entirely missing from 
‘he play-back on the part of the 
station operator who either does 
| ot understand the big words or 
| oes not pause in the proper places 
na therefore gives an entirely 
lifferent construction to the mean- 
This is also an interesting ex- 
perience even with high school 
students, and housewives, who do 


ee 


500,000 


CK PHOTOS 


YRITE FOR INFORMATION 
“ai 


KAUFMANN & FABRY CO 


S. WABASH AVEN! 
‘CHICAGO 


not read into the advertisement 
what you think you have put 
there! 
Think it over. 
PRATT KUHN, 
Advertising Director, Winni- 
peg Newspaper Union, Toron- 
to 1, Ont. 


in 
A GL. ‘First’ 

To the Editor: On the front page 
of the Feb. 12 issue of ADVERTISING 
AGE you reproduced an ad of the 
Williamsburgh Savings Bank stat- 


loans to veterans of World War 
II for building new homes.” 

In view of your interest in this, 
we thought you would like to see 
what was really the first ad of 
this sort in the nation nearly two 
months ahead of the Williams- 
burgh bank. It was run by the 
White Plains Federal Savings and 
Loan Association in the Nov. 28, 
1944, issue of the White Plains Re- 
porter Dispatch, shortly after the 
Veterans’ Administration opened 
its first field office for processing 


in advertising “firsts.” Sorry, no 
agency. 

The White Plains Federal, in- 
cidentally, made the first G.I. loan 
to a woman veteran, Miss Anna 
T. Hayes, who had served in the 
Waves. 

CARL F. DISTELHORST, 
President, Council of Insured 
Savings Association of New 
York State, New York. 

v v v 


Issues Report Booklet 


To the Editor: We are enclosing 


45 


the First National Bank & Trust 
Company of Tulsa. 

Last year’s report for this client 
was given the highest merit award 
for distinguished achievement in 
annual reporting by Financial 
World. 

The cover of this year’s report 
is particularly timely, being a 
photograph of a beach landing in 
the Pacific as a tribute to the 
“American Kid—who is doing his 
best ... for you and me.” 

STANLEY J. EHLINGER, 


ing that it is “probably the first 
to advertise 


bank 


veterans’ home loan applications. 
guaranteed|Keep it for its historical value 


copy of the 1944 annual report 
booklet prepared for our client, 


ff fase 


ab ees feed ead oo 


DOUBLED IN SIZE... EDITORIALLY 


Wear Arter year, the steady rise in the 
number of pages Modern Medicine has 
devoted to editorial matter is graphic 
evidence of its healthy growth in reader 
interest. The 100% increase, from 1938 
through 1944, has been effected to keep 
Modern Medicine the outstanding single 
source of all latest developments in Diag- 
nosis and Treatment. New departments 
and new features have been added; plus 
many more abstracts devoted to each 
classification of medicine; also an im- 
pressive series of review articles, and a 
lavish number of illustrations have been 
used in this continually expanding space. 

Modern Medicine, through these ad- 
ditional pages, has had vastly increased 
opportunities for a more complete edi- 
torial service to all members of the Amer- 
ican medical profession. 

In determining the uses of this added 
editorial linage, reader preferences were 
constantly consulted. Throughout 1942 
and 1943, personal interviews revealed 
the need for more reports on conditions 
of a topical nature, including industrial 


medicine, tropical diseases, and military 
medicine. This we were able to do be- 
cause the emergencies of the times had 
developed excellent source material. One 
feature alone on Tropical Diseases brought 
requests from our readers for 13,316 re- 
prints. Proof indeed we had given our 
readers what they wanted. 

Particularly in the military field, Mod- 
ern Medicine has been privileged to re- 
port promptly on new technics impro- 
vised in station hospitals and at the very 
battle fronts. These sources also provided 
details of the new treatments for burns 
and fractures, and the new uses for sulfa- 
merazine and sulfadiazine and penicillin. 

The 100 per cent increase in editorial 
content, during the last six years, has 
given all active practicing physicians in 
the United States, a journal which is 
constantly improving its complete cover- 
age of worthwhile medical developments. 
Yet, despite this enlargement, it con- 
tinues to be time-saving in presentation 

and an invaluable instrument for day 
by day practice. 


“\ ) 


MODERN MEDICINE 


THE JOURNAL OF DIAGNOSIS AND TREATMENT 
PUBLICATION OFFICE— MINNEAPOLIS, MINN. 


NEW YORK + CHICAGO + CLEVELAND - 


LOS ANGELES SAN FRANCISCO 


Stanley J. Ehlinger Advertis- 
ing, Inc., Tulsa, Okla. 
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South Bend bank ‘deposits have risen 34% in 
one year—from $68,500,000.00 in 1944 to 
$92,000,000.00 in 1945! 


St. Joseph County has piled up $188,000,000.00 
in War Bonds, oversubscribing every quota for 
36 consecutive months! 


Sn 


The C.E.D. predicts a post-war employment 
index of 122% for South Bend, as compared 
with 1940 employment! : 


: South Bend’s great factories have huge backlogs 
of orders for civilian goods to be produced with 
the coming of peace. 


One newspaper, and one only, completely serves 
this mighty inviting post-war market. 


The South Bend Tribune 


STORY, BROOKS & FINLEY, INC., National Representatives 


HIGHEST CONCENTRATED 
COVERAGE 


—AT LOWEST DOLLAR COST! 


THAT, SIR, IS WHAT CKLW OFFERS! 
And it’s a fact—this live-wire station's 5,000 
watts at 800 kc. is the key that will open 
AMERICA’S THIRD MARKET to your 
product and assure you a healthy portion of 
profit that is yours for the asking. Let's get 
together and do some sure-fire POST-WAR 
planning without delay. Because—in spite of 
jammed schedules—we may be able to do 
something for you RIGHT NOW! 


Union Guardian Bldg., Detroit 26 


Adam J. Young Jr., Inc 


Nat'l. Representative 
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Lanham Trademark 
Reform Bill Is 


Sent to Senate 


House Okays Law; 
Appeals Court Rules 
in Three Disputes 


Washington, March 7. — While 
the House was passing the Lan- 
ham trademark reform bill Mon- 
day, trademark cases involving 
three publishers provided fresh 
evidence of the importance of 
clarification of the law. 

Forwarded to the Senate by 
unanimous vote, the Lanham 
measure rests for the third time 
in a seven-year career with the 
patents committee which pre- 
viously has prevented it from 
reaching the floor of the upper 
house. Amended and re-amended 
over a period of 60 years, some in- 


dication of the confusion over 
trademarks existing today may be 
had from two decisions handed 
down in the Court of Customs and 
Patents Appeals Monday, which 
found three publishers embroiled 
over technicalities of the law 
which seemingly should have been 
settled many years ago. 

In the first case, involving two 
publishers, the court decided that 
a registered magazine title may 
not be re-registered by another 
publisher for use in a completely 
different type of periodical. The 
second case, involving Esquire 
magazine, hinged on the question 
of whether “Inc.,” is essential to 
the corporative name, and whether 
block lettering is sufficiently dis- 
tinctive to merit registration. 


Literary Guild Involved 


Two publishers became locked 
in legal battle when Wings Pub- 
lishing Company sought to register 
“Wings Comics” as a “magazine 
of cartoons.” The registration was 
contested by the Literary Guild of 
America, which since Aug. 23, 
1927, has published “Wings,” a 
monthly devoted to information on 
newly-published books. 


After observing “that there has 


Advertising Age, March 1°. 94: 


been doubt in the minds of 


’me’ 
whether Congress contem late, 
registration as technical ‘rage. 
marks, titles or names adopieg by 


publishers such a magazi: 


and 
newspaper title, the court . ns 


that the registration could a 
fended if periodicals as such wer, 
accepted as a class of “goods »» 
merchandise.” ’ 

Since the law says that th Same 


title may not be registered {, 
article within a single Class ,¢ 
goods or merchandise, the 
proceeded to rule that the Litera), 
Guild is entitled to absolute use 
“Wings” for publication purpose: 

“It may be that there are qj. 
ferences in the nature of the cop. 


0 


Court 


tents. The trademarks are not fo 
application to the contents,” the 
court noted. “They constitute 
titles.” 


Can’t Determine Basis 


“The nature of the contents may 
vary in each from month to month 
and we are unable to see upoy 
what basis contents of a single js. 
sue or even a plurality of issue 
may be taken as a criterion jp 
considering the question of de. 
scriptive properties. 

“It may be conceded that the 


~ 


MUSTAFA 
and the 
MUSTACHE CUPS 


a potter by trade. 


rapidly going out of style! 
but a pittance. 


There dwelt once in Bagdad-on-the-Cuyahoga, 
which is also called Cleveland, one Mustafa, 
From his grandfather he 
had learned to make but one sort of pottery 
—-namely, mustache cups. And, alas, these were 


Mustafa earned 


Having lost his concession at the Old Men’s 
Home— inasmuch as a glib stranger had sold 
the ancients on safety razors—Mustafa jour- 
neyed into the hills, in search of heavily- 
bearded hermits. 
buffed him, saying, “I drink only water . 
out of a hose.” And Mustafa, woebegone, re- 
turned to town. verily upon his uppers. 


He found but one who re- 


shaven—sage, who counseled 


cups, I wouldn’t wonder!” 


the carriage trade. 


Here he spoke with a wise and old—*but clean- 


@ribble-puss, why seek cat cus 
cry forth thy wares over WHK. That powet. 
ful station can sell anything—even mustache 


the sage. and now has a waiting list among 


him, “Hark ye. 
tomers on foot? 


Mustafa heeded 


Because it sold goods before the war .. 
is selling them now ... and will sell ther 


after the war... 


WHK 


Retailers’ Choice in Cleveland” 
Represented by Paul H. Raymer Co. 


United Broadcasting Co., Operators of 
WHK, Cleveland—WHKK, Akron—WHKC, Columb. 
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— 
its BALANCE 
THAT MAKES ALL 
THE DIFFERENCE 


SLOGAN FUN—To feature the new 
slogan, “It's Balance that Makes all the 
Difference, Carstairs Bros. Distilling 
Company, Baltimore, is using humorous 
Rea Irvin cartoons in newspapers, busi- 
ness papers, car cards, point-of-sale 
promotion and consumer give-aways. 
Whitey, the Carstairs seal, does his bal- 
ancing bit on the side. Agency is 
Lennen & Mitchell, New York. 


ileclared word ‘comics’ in the ap- 
jlicant’s application is some indi- 
vation of the nature of the con- 
ents of the magazine, but we see 
und are not aware of any reason 
vhy the magazine may not con- 
ain matter other than comics if 
the publisher chooses, nor are we 
aware of any reason why the pub- 
isher of the periodical ‘Wings’ 
may not publish comics in its col- 
imns. 

In the Esquire case, the 40-year 
Id trademark law was again 
rought up for discussion because 
he Holly Molding Device Com- 
any proposed to register the word 
‘Esquire’”’ as a mark in block let- 
ers on a new machine to mold 
nramburger. 


‘Esquire’ Upheld 


Three seemingly common prin- 
iples had to be argued in this 
ase: Did use of “Esquire” con- 
titute appropriation of the cor- 
porative name of the publishing 
use, Esquire, Inc.? Was the let- 
ering sufficiently distinctive so 
that it did not infringe on the 
rademark of Esquire magazine? 
s it all right to use the similar 
vord to describe a completely dif- 
ferent product? 

The court never got to the third 
juestion, but it ruled that the ex- 
pression “Inc.,” is not an essential 
art of the publishing house’s 
mame, so that in using the word 
Esquire,” it violated the trade- 


he full name of a corporation. 

In urging prompt House passage 
if the new trademark law, Repre- 
sentative Fritz Lanham _ pointed 


esembles a revised measure which 
linally emerged from the Senate 
patents committee last December, 
Only to die on the calendar. “By 
flving the Senate more time, per- 
Naps we can get the law through 
th sion,” Representative Lan- 
Nam suggested. 


If it’s 


A TEST 


you want... 
TAKE 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popu- 
lation. 


“Independent Survey of Provideuce Bulletia 


out that the current bill strongly | 


nark registration law by copying | 


i] NEW HAVEN 


Mactadden Finds 


Less ‘Loose Money’ 
Current income has taken a 
slight drop for the first time since 
Pearl Harbor, the market and re- 
search division of Macfadden Pub- 
lications, New York, reveals, ac- 
cording to its index of “loose 
money,” or spendable margin over 
current income. The drop remains 
‘not only still far above peacetime 
levels, but also has no effect on 
accumulated savings of wage 
earner families,” the index shows. 
This index, known as “Discre- 


tionary Spending Power Index,” 
calculates family allowances over 
and above the cost of necessities 
and increased price levels. With 
1935 considered the base of 100, 
the index places 3rd quarter of 
1944 for wage earner families at 
558 and all non-agricultural fami- 
lies at 287; the 3rd quarter of 1943 
at 559 and 273. 

Compared with 1939 levels, the 
research division points out that 
“there still remains a three-fold 
increase for wage earner families 
and twice as much for all non- 
agricultural families.” 


Radio, Newspapers Plug 
5th Annual Sew Contest 


Radio stations in more than 40 
cities and seven newspapers have 
agreed to promote the fifth an- 
nual National Sewing Contest, 
scheduled for March 1 opening. 
The promotion, which is non-com- 
mercial, is instituted by the Na- 
tional Needlecraft Bureau, and of- 
fers $25,000 in cash awards. Prize 
winning garments in each of sev- 
eral classes will be entered in the 


national finals to compete for ad- | 
| Tribune, and Wichita Beacon. 


ditional awards. 
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Originally the promotion was 
through newspapers only, on the 
assumption that visual inducement 
was necessary to create interest 
in home sewing. In 1943 four ra- 
dio stations — CKLW, Detroit; 
WCCO, Minneapolis; KSL, Salt 
Lake City; and WOR, New York— 
backed the program. In 1944 a 
total of 30 radio stations took the 
contest. This year’s newspapers 
already signed include the Ga- 
zette, Charleston, W. Va.; Chicago 
Times, Cleveland Press, Houston 
Press, Portland Journal, Tulsa 


THE IMPORTANCE 


OF 


HEARST 


BEING CORRECT 


Consistency is not always a virtue. Conditions 
change and opinions, to be correct, must change 
with them. 


Particularly today, in a world of uncertainty and 
unprecedented change, the freedom to be true to 
their own beliefs is the most precious asset of the 
Hearst Newspapers. Over the years they have earned 
enduring respect among the families they serve. 


This is evidenced by the dominant position of the 
New York Journal-American and Chicago Herald- 
American in the evening field in America’s first 
two cities. 


NEWSPAPERS 


NEW YORK JOURNAL-AMERICAN 


EVENING AND SUNDAY 


CHICAGO HERALD-AMERICAN 


EVENING AND SUNDAY 


Both First in the Evening Field 
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COMBINATION 


ACCOUNT EXECUTIVE 
COPY WRITER 
IDEA MAN 


WANTS 4-A AGENCY 
CONNECTION 


Experience includes fol- 

lowing types of accounts: 
BEER CHEMICAL 
COFFEE INDUSTRIAL 
INSURANCE — RICE AND 
MOTOR OIL OTHER FOODS 


3 VALUABLE YEARS MERCHANDIS- 
ING AND SELLING, DIRECT, RETAIL, 
WHOLESALE. 


Good appearance . . . person- 
able . . . can give and take 
direction . . . college education 
. . + family man. . . age 25. 


AVAILABLE APRIL 15TH 


All inquiries will be answered 


and “ 


| THE ADVERTISING MARKET PLACE 


The rates for this department are as follows: “Help Wanted,” “Positions Wanted,” “Representatives Wanted,” 
“Representatives Available,” 50 cents a line, minimum charge $2. 
fications (single insertion rates): \% in., $3.50; 1 to 3 in., 


WORKERS SUBJECT TO PRIORITY REFERRALS MUST BE CLEARED BY THE USES OR OTHER AUTHORIZED CHANNELS. 


$6.50 per inch. 


Terms cash with order. 


HELP WANTED 


All other classi- 


HELP WANTED 


HELP WANTED 


ADVERTISING PUBLISHERS 
SALES AND MERCHANDISING 
POSITIONS 
FRED MASTERSON 
SINCLAIR-MASTERSON 
PERSONNEL 
310 S. MICHIGAN, CHICAGO 
20 YRS. ADV. EXPERIENCE 


EXPERIENCED ADVER- 
TISING MAN 


try. 
plays. 
troleum experience desirablé. 


Box 7170, ADVERTISING AGE 
100 EB. Ohio St., Chicago ai. 2h 


All Types of Positions 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
200 S. State St., 


for Advertising Department of large 
Chicago company in essential indus- 
Able to help create and execute 
plans for various types of advertis- 
ing, including dealer helps and dis- 
Automotive, accessory or pe- 
Write 
fully giving exp. and qualifications. 


ADVERTISING & PUBLISHING _ 


Har. 2063, Chicago 


Available July Ist 
INDUSTRIAL ACCOUNT 


bines executive and 


Chicago and New York agency. Well versed 
in all phases of advertising secretarial detail. 
Above average in appearance. 25 years old 
Now private secretary to advertising manager 
of magazine. Desires return to agency field 
provided right opportunity is offered. Excellent 
character and business references. Salary 


$50.00. 
BOX 6076, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Iilinois 


BOX 6082 pare or supervise industrial copy that 
ADVERTISING AGE iste. 

100 E. OHIO ST. CHICAGO 11 He has been associated with two 
leading agencies and worked on top- 
= flight accounts. Pleasing personality 
and good team worker. Able speaker 
SECRETARY. Expert stenographer. Good edu- for client, sales a business 

cational background. Splendid experience as meetings. 

private secretary to principal of well-known 


interview now. 


Box 6079, Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 


EXECUTIVE ¥ 


This seasoned advertising man com- 
client-contact 
ability; is sufficiently creative to pre- 


College graduate; married; Chicago 
area preferred. Available July Ist; 


The Way 


ety 
th! wenecyn FTLE Vere . 


"New Drug 


Hampshire 
Stores" — a new portfolio 
of Fact-ful information . . 
including a directory of 
New Hampshire druggists 


and wholesalers serving 
them. Yours for the asking. 


NATIONALLY REPRESENTED BY GEORGE A. MC DEVITT COMPANY 


They Buy 


Under the heading of “‘Drugs"’ your 
New Hampshire market buys many 
items every day. Where and What 
to buy . . and Wéy . . is a job several 
advertisers are doing ated in the 
Manchester Union-Leader . . the 
state's only Metropolitan daily. Drug 
sales increase noticeably in accordance 
with the promotional efforts in the 
paper New Hampshire buyers depend 
on . . the two thus are synonymous 
with ‘‘confidence."* 


the MANCHESTER 


Wion- LEADER 


MANCHESTER, NEW HAMPSHIRE 


GS in 


| 
| 


PAUL H. RAYMER CO. National Sales Representatives 


W TAG 


OWNED AND OPERATED .BY THE WORCESTER TELEGRAM-GAZETTE 


| 
| 


HELP WANTED _ 


ADVERTISING SOLICITOR 
for midwest territory. Well experi- 
enced. Wide acquaintance with nat’l 
advertisers and agency executives 
absolutely necessary. Splendid op- 
portunity and future. Salary and ex- 


penses. All replies strictly confiden- 
tial. 
Box 7174, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 
PROMOTION MANAGER WANTED! 
Exceptional opportunity with long 
established manufacturer in the 
paint field for man who can organ- 
ize and conduct distributor sales 
meetings, plan coordinated mer- 
chandising and _ direct follow-up 
promotional activities. Must be ex- 
perienced in jobber-dealer-consumer 
distribution. Understanding of color 
science desirable. Considerable trav- 
eling required. Give outline of ex- 
perience and earnings record in 
reply to— 

Box 7186, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 

FIELD SUPERVISOR 
For office work in Philadelphia 
market research firm. Field ex- 
perience and knowledge of statis- 
tics required. Write giving qualifi- 


cations. 
7187, ADVERTISING AGE 


Box 
100 E. Ohio St., Chicago 11, Ill. _ 
Direct mail advertising man $5,200 
a year to start. Complete charge one 


man dept., sales letters, catalog, 
trade magazines, ads. Old estab- 
lished commercial laundry equip- 


ment manufacturers. 
war production. 


Now on post- 
Excellent opportu- 
nity. Give full details, send samples. 
Box 7176, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, III. 
Assistant Editor to be trained as 
editor for industrial publication, 
acknowledged leader in its field. 
Experience in editorial, makeup and 
ability to judge worth of news are 
requisites. Some knowledge of the 


paper industry is advantageous. 
Give all details, salary, experience, 
education, ete. 

Box 7183, ADVERTISING AGE 


330 W. 42nd St., New York 18, N. Y. 
ARTIST—Attractive agency spot up 
in the fishing country for good all 
‘round man. Job is permanent. 
Good money and pleasant working 
conditions. Give age, exp., salary 
expected and photo if _ possible. 
Samples will be returned. 
Box 7188, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING MANAGER 
Food manufacturer requires serv- 
ices of advertising manager with 
experience in the food field. Agency 
experience helpful but not essen- 
tial. Company is currently operat- 
ing extensive advertising campaign 
and position is one of responsibility, 
working with agency coordinating 
advertising and sales promotion, 
working closely with sales man- 
ager, doing extensive market re- 
search. An excellent present and 
postwar opportunity. ($6,000). Out- 
line experience completely in your 
application. 


Box 7184, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Somewhere There Is An Artist... 
who is looking for just such an op- 
portunity as this. An interesting 
position as art director in printing 
and lithographic plant in Milwau- 
kee. Man experienced in layout and 
varied work desired. Excellent fu- 
ture is here. State experience and 
write for appointment. 

Box 7189, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
AGENCY ACCOUNT EXECUTIVE 
Central location, New York City. 
Long established, good reputation, 


full recognition, well financed. Op- 
portunity for free lance man who 
knows advertising and has good 


contacts. Replies held in strict con- 
fidence. 
Box 7191, ADVERTISING AGE 


330 W. 42nd St., New York 18, N. Y. 


ART DIRECTOR 

For Chicago Publisher. Exceptional 
opportunity for top-notch executive, 
man or woman with advertising 
agency or national magazine experi- 
ence. Create ideas, make layouts, 
design lettering; 90% of purchases 
are fine full color paintings from 
leading illustrators. Please state 
age, exp. and salary. Interview will 
be arranged in your city. 

Box 7192, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, l. 
Artist for Denver Advertising 
Agency. Versatile and _ practical 
commercial artist, with broad ex- 
perience and desire for permanency, 
can get set here in a good job for 
now and after war. You'll be a key 
man in our organization with un- 
bounded opportunities for your tal- 


ents. Give age, experience and in- 
come desired. 
Box 71938, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Il. 


Secretary to advertising 
capable; experienced; 
large concern; good opport 
New York office. 

Box 7194, ADVERTISING IE 
330 W. 42nd St., New York 15, yn. 


POSITIONS WANTED 


Advertising Agencies: N..4 
work? Perhaps I can help y H 
class lettering, layout, etc. Write 


min 


descriptive folder. Allan K. me 
Audubon 1, Iowa. : 
—— 


Wanted... THE BEST 


MEN'S WEAR 
COPYWRITER 


IN THE BUSINESS 


This writer will be a specialist in 
the psychology of men's attire. He 
will have learned, through much 
experience, the stimuli that will 
get the male-animal to dress up. 
He will have explored man's in- 
ertia in the field of fashion and 
will have devised the formulae to 
get him going . . . to the nearest 
men's store. And, finally, he will 
consider his efforts in this direc- 
tion as the keenest competition in 
his life with triumphant men's wear 
ads as a matter of the greatest 
personal pride. 


We in turn shall accord such a 
writer all the benefits that the ful! 
cooperation of a large, progressive 
agency can bestow on a fellow- 
worker in whom it takes a deep 
pride. 


Write in full to 6077—Advertising 
Age, 330 W. 42nd St., New York 
w, &. ¥. 
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Clark University Forum — by 


England, 
South Africa, South America and Australia 
have participated in WTAG’s “Worcester and 
the World”, with special short wave broad- 
casts beamed directly to the Central New 
In fact world attention 
focuses on this celebrated series of broadcasts, 
highlighted by United Nations representatives 
in attendance, week after week, at the famous 
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Russia, India, 


ation has been 
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WCF 


with an overwhelming 


WORCESTER 


casts of the many activities this program hos 
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wide editorials and press releases — by printe” 
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derstanding of future United Nations co-ope’- 
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POSITIONS WANTED _____ | Becker Heads B-1 Sales Reviews ‘Okie’ Market (Steible Leaves Gruen Dodsworth to Kudner 
TDP REEDS AEWSPAPER MAN F. C. Becker, formerly Kansas} The Farmer-Stockman, Okla-|, Dan Steible, formerly public re-| Warry Dodsworth, recently with 


WH® ADVERTISING MANAGER | City manager of Liquid Carbonic|homa City, has prepared a pres- lations director of Gruen Watch| Kenyon & Eckhardt, New York, 

qwenty-five years in the business— | Cornoration, has been appointed |entation on the current Oklahoma- Company, Cincinnati, has been) has joined the copy staff of Arthur 

1 editorial, 18 sectern 4aliy Fa sales manager of the B-1 Beverage|Texas farm market, illustrating | 2PPointed editorial chief of the| Kudner, Inc., New York. 

N.Y man oe eT food, drugs and amuse- Company, St. Louis. the rise of the so-called “Okie” of | master plan division of the Cin- 
=. ts. Thorough knowledge of all ree a few years ago to an independent, cinnati Planning Commission. 


sing departments; 42; college 7 y : ang See 
producing farmer of 1945. Figures 5 
‘BPS. 7182, ADVERTISING AGE Lists 100 Top Ad Books Rien in Meek ual 


“Box : are given on bank deposits, cash 
fy). Ohio St, Chicago 11, I. | A list of 100 books on adver-|income, mortgage reductions, land} Martin Ullman, industrial de- 
“¥ pirector or Advertising Man. tising has been compiled by E. K.| value, crop yields, and government signer, has opened New York 
ager. Former owner and director of| Johnston, associate professor of|support. Case histories, with | fj t 113 W. 57th St.. for pack- 
a -. N. ¥. art studio serving food, Pah he Uni it f Aig: 7 IEF offices at ° ‘ p 

large ~osmetic and industrial ac- advertising at the niversity of | photographs, appear of individual age design and product develop- 


betel ttl ? i i, and issued as the Uni- ; ae 
punts. Capable of making layouts | Missouri, and issued as farmers, showing current produc-| ment and styling. 
' snd riting captions. 18 yrs. art exD. | versity’s bulletin (Vol. 46, No. 8).|tion records and incomes. styling 
WiJling_ to move. . 
ST OM Box 7185, ADVERTISING AGE Schwartz to Doehler 
, &. Ohio St., Chicago 11, Ill. ki : “W° 
| of C0 ™ - - " dagen raanee Morton H. Schwartz, account THE DAILY BUSINESS NEWSPAPER OF THE 


— T é * . : : : 
ACCOUNT ABLE si Albert L. Apking, secretary of H. J. Detterich, formerly with|executive and copywriter of Hir- NATION'S GREATEST INDUSTRIAL AREA 


resent V-P and Account Ex- | the Advertisers’ Club of Cincinnati |McCann-Erickson and Roche, Wil- shon-Garfield, New York agency, 
At jive with medium size agency in| for the past 20 years, has resigned. |liams & Cleary, on automotive ac- has joined Doehler Metal Furni- 


New York. — a. He will be succeeded by Harry L.| counts, has been appointed account |ture Company, New York, as| 
er Agency Production Manager, |Ewry, account executive of J. W.|executive with Florez, Phillips & | advertising and sales promotion | 
,avertising and Merchandising Man-| Ford Company. Clark, Detroit marketing agency. manager. 


R Form 


wer for large food and beverage 


manufacturer and for many years 


airector of sales and advertising for - —_ a 
one of America’s largest firms clear- ' 
ng through Jobbers, Chains, and 
Dept. Stores . ... know agency pro- 
-edure and can furnish best of refer- 
ence. Age 46. Married. 
. * - 
Interested in Midwest or South. x 
* . * 
; Box 7190, ADVERTISING AGE 
” 029 W. 42nd St., New York 18, N. Y 
He Public-personnel relations. 25 yrs. 
uch nublic rel., newspaper, press assn., 
will syndicate exp., now employed. _3F. 
mpi a69 W, 56th St., New York 19, N. Y. 
in- 
ind 


to LL SRR 


“. {| OPPORTUNITY FOR ; 
. ADVERTISING WAAT d li | 

2 LAYOUT MAN ce Ivers 

ow- HIS is an opportunity for a good 


pep creative layout man. . . who is ver- 
satile enough to turn out good roughs 


tt Sil cet tad ete fru of ate more listeners per dollar 


tising on a wide variety of accounts 


( 
... and who might like to live and 
9000 BH build his future in Baltimore. 
A 
ie 


The man we want must have a sound 


background of advertising agency ex- ° a 9 TH 

ci sca ha in America’s argest Marke 
be enough of an advertising thinker 

and idea man . . . and know enough . 


about artists and art buying ... to 
make him a potential art director. 


For the right man, this position offers 0 

security, opportunity and income con- I an ahi ot er station ss 
sistent with ability and performance 

...in a 33-year old 4-A agency with ‘ 


a well established reputation for get- 
ting good clients and keeping them. 


Please pack into a 1-page letter all bd e * : 
the quick facts you would want if you 1ne ul In a watters 

were seeking a man for a similar po- ) % 

sition. Address: C. D. Carr, Vice- 

President, VanSant, Dugdale & Co., 


4 — Square Bldg., Baltimore 
«, LC, 


ee *See Latest Surveys! Check Availabilities! 


National Representatives: Radio Advertising Co. 


dy, ART DIRECTOR 


for one of largest manufac- 
turers of men's and wom- 
en's clothing in the United 
States; thoro knowledge 
” 1945 techniques and art 
Sources, 


ed Sox 6081, ADVERTISING AGE 
n- 100 ©. Ohio Street, Chicago 11, Illinois 


ee 
en 
ee 


| CONTACT MAN 
WITH IDEAS 


Eleven years agency experience on 
both large and small accounts. 


oughly familiar all media in- Do you realize this market contains over 3% million people: more than these 14 
cities combined: — Kansas City, Indianapolis, Rochester, Denver, Atlanta, Dallas. 
Toledo, Omaha, Syracuse, Richmond, Hartford, Des Moines, Spokane. Fort Wayne. 


oa “ving radio. Experience includes 

® ‘val merchandising and product 
ng. 42 years old, good per- 
ality, best references. 


ox 6080, ADVERTISING AGE 
oe 0 W. 42nd St., New York 18, N. Y. 
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Dress Account Placed 

Rosenau Brothers, Philadelphia 
and New York, manufacturer of 
Cinderella dresses, has appointed 
Franklin Bruck Advertising Cor- 
poration, New York, to direct its 
account. 


Hubbard Joins Kudner 


Melvin W. Hubbard Jr., for- 
merly with the copy staff of J. 
Walter Thompson Company, has 
joined Arthur Kudner, Inc., New 
York, in a similar capacity. 


Liberty’ Promotes Two 
Lester B. Tunison, vice-presi- 
dent of Liberty, has been named 
eastern advertising manager. Paul 
R. Fish, of the Chicago sales staff, 
has been named western manager. 


* WOOD .« 


Well read and liked by the important men 
in a great industry—men who are work- 
ing to achieve wood's exciting future. 


PRODUCTS 


Business Paper 


‘Ad Volume Up 


17% in February 


Chicago, March 8.— Business 
papers continued to show substan- 
tial gains over the previous year 
during the month of February, ac- 
cording to the advertising volume 
chart of Industrial Marketing, 
which shows advertising volume 
for that month up 16.9% over Feb- 
ruary, 1944, and up 16.1% for the 
first two months of 1945, compared 
with the same period of last year. 

Export publications paced the 
February gain with an increase of 
38.1% over last year, indicating a 
héightened interest in postwar for- 
eign trade possibilities, while trade 
papers again showed a substantial 
increase, 43.2% over last year, 
mirroring the behind - the - scenes 
activity which is now being car- 
ried on to win the widest possible 
distribution channels for the re- 
conversion period. 

Class papers increased their ad- 
vertising linage 13.5% during Feb- 
ruary, and industrial publication 


advertising showed no 


|shrinking, although its February 


increase was a fairly modest 13.2% 
over last year’s record volume. 
The Industrial Marketing com- 
pilation is based on reports from 
107 industrial papers, 28 trade 
papers, 11 export papers, and 21 
class papers, a total of 167 publica- 
tions. Together these publications 
carried 22,411 advertising pages in 
February, up 3,231 pages from last 
February’s figures of 19,180. 


Carter Has New Office 


Carter Advertising Agency, 
Kansas City, Kan., has opened 
Kansas City, Mo., offices in the 
Carbide & Carbon building, 912 
Baltimore Ave. The new quarters 
will house production, art and 
copy department. The company 
was formerly known as Carter- 
Owens Advertising Agency. 


Shoe Division to Bloch 


The Conformal division of In- 
ternational Shoe Company, St. 
Louis, has appointed H. George 
Bloch Advertising Company, St. 
Louis, to handle dealer promotion 
and advertising in radio and direct 


sign of | mail. 


Looking through the 


Southern Farmer’s 


\ \ HAT does he see ... miracles? No sir. 


He does not. He knows that water doesn’t run 


uphill unless you pump it. 


But he does see larger yields, 


fair prices, wider markets for his products. He 


expects to sweat for these objectives ... to earn 


them ... to deserve them. 


And Southern Agriculturist . 


| 

Read by more 

than 900,000 

southern farm i 

families. ; 
i 
NASHVILLE 


Spectacles... 


farmer's friend for some 76 years . . . is looking 
through the same spectacles. It sees a larger 


opportunity to help the farmer earn and de- 
serve higher rewards. There is a new vitality 


better quality, 


in the farm South today, and there is new 
vitality in Southern Agriculturist to pace it. 


All of which speaks well for the service South- 


ern Agriculturist can render in your post-war | 
plans for selling the agricultural South. 


. the Southern 


RICH 
Gull 


@ ATLANTA @ 


SOUTHE 


\! 
He 


st. 


LOS ANGELES @ NEW YORK @ CHICAGO @ _ DETROIT 


FEBRUARY BUSINESS PAPER ADVERTISING VOL 
These figures, compiled by Industrial Marketing, must not be quoted or rep ME 
without written permission. Unless otherwise noted, all publications are thine 
and have standard 7x10 type page. ; tales 
Pages Paves 
1945 1944 1945 1944 
Industrial Group py eee *go 
Aero Digest (semi-mo)... 279 336 | Tool & Die Journal ° 
Air Conditioning & Refrig- Cy ed | errr ye 162 lf 
eration News (w) (11%x Water Works Engineering 2. 
MOP sxdvesarasisinse hss lt738 32 {a Me ee eee 50 2 
American Aviation (bi-w) *103 *116 | Water Works & Sewerage 50 rr 
American Builder........ 92 75 | Welding Engineer ....... 71 a 
American City .......0:: 93 68 | Western Construction “ 
American Machinist (bi-w) *||522 OOP t... EG woh avkn cds kecKe ss 102 Pr 
Architectural Forum..... 138 110 | Wood Worker .......... *69 ne 
Architectural Record..... 132 78 | Woodworking Digest , 
Automotive & Aviation In- CAPEMETED <0 kv ssa eeures 91 ” 
dustries (bi-w)......... 333 263 | 
Aviation EES Ea 317 S60 | FORRE ase cccewccscssese 16,335 L443 
Aviation Maintenance.... 107 102 ia : oa 
Bakers’ Helper (bi-w).... 129 114 Trade Group 
PGS Ciibak Cea potas s 53 46 | American Artisan ....... 7 19 
Brewers Digest ......... 35 29| American Druggist ...... 144 1 
Brick & Clay Record..... *27 *19 | Boot & Shoe Recorder 7 
Bus Transportation....... 145 99 (semi-mO) ...... fetes *130 100 
Butane-Propane News Building Supply News... 69 15 
fey rere 53 38 | Chain Store Age 
Canner (Ww) ............. *§131 *76 Administratien Edition 
Ceramic Industry ....... *48 *34 Combination ........ 32 : 
Chemical & Engineering Druggist Edition ...... 96 16 
I lh aha basalt aac 78 62 Fountain Restaurant .. $28 ‘ 
Chemical Industries ..... *112 *85| General Merchandise | 
Chemical & Metallurgical _ Variety Store Edit’ns $131 iy 
Engineering .......... 353 321 Grocery Editions ...... 89 1 
Civil Engineering ........ 31 32 |Commercial Car Journal. 190 17] 
Ce ODS chaa aes deicecns 162 126 Domestic Engineering ... 130 TT 
Construction Digest (bi-w) 87 74 | Electrical Merchandising 
Construction Methods (9X12) 2. eee eee Beeeees *119 *63 
Rise aie 133 115 | Farm Implement News 
CTE a sccnasceeses 88 BS] (DIW) nce eee eee e eee 118 9] 
Contractors & Engineers Geyer’s Topics .........+ 81 57 
Monthly (9%x14) ...... 52 41 | Glass Digest ............. 9 1] 
Tare 141 145 | Hardware Age (bi-w).... 248 200 
Diesel Progress (84x11). 87 70 | Jewelers’ Circular—The 
Electric Light & Power.. 88 64 Keystone .....5..0500% 191 12/ 
| Electrical Contracting ... 118 96 | Liquor Store & Dispenser 65 48 
| Electrical South ......... 38 36 | Men’s Apparel Reporter 
| Electrical West .......... 82 65 (9X11 5/6) ....-.--.-0, 148 99 
| Electrical World (w)..... 243 TRE Ow eS ee tee cree ee 145 104 
io ee *334 *291 Motor | ABE 0.2.20 00-000 112 § 
| Engineering & Mining NJ (National Jeweler) 
REY Rare 158 145 (5x7 %) Pa Tareaaitile 226 159 
Engineering New:-Record Office Appliances 
WW) ssidsgeesviscvcccses’s $347 *$302 Ol) ae siisiail 127 1] 
Factory Management & Photographic Trade News 
Maintenance .......... 356 334 (9%2x18%4) ..... Le eeeeee 31 
Fire Engineering ........ 44 33 | Plumbing & Heating 
Food Industries ......... 17 137 | Journal ........e..e++s 43 
The Foundry ............ 204 189 | Sheet Metal Worker...... *53 
EE «5 wn Ure aca 9 aE eae 42 36 | Southern Automotive 
Gas Age (bi-w).......... *7 *57 _ Journal tte eee een eens 86 
Heating, Piping & Air Southern Hardware ..... R6 
Conditioning .......... 112 99 | Sporting Goods Dealer... 74 
Heating & Ventilating ... 78 56 | Syndicate Store Merchan- 
Industrial & Engineering _Giser (4%x6 5/6) ...... 103 
Chemistry (two editions) 156 149 | L nderwear and Hosiery 
Industrial Finishing Review ptt ee eee eeeees 169 1] 
0 ESO Rall gi 88 62 | Wholezaler’s Salesman .. 85 6 
Industry and Power...... 138 112 “ = : — 
Iron Age (w)...... ih a *1635 *635 ROME Sdedvcreescavas cs 3,433 2,559 
Laundry Age (semi-mo). *61 49 x 
Machine Design ......... 297 241| 4 . wo ane Borin A P 
Machine Tool Blue Book commen Maas pa ” 
TOMOMG) ocidcccticans 855 33s | , (Overseas Edition) .... 28 28 
Machinery .........0600 343 324 | American Exporter Pe 
Manufacturers Record.... *54 *44 (2 editions) .......... §§349 =<] 
ar tot : Automovil Americano ... 48 40 
Marine Engineering & F: scoatte 41 . 
Shipping Review ...... 278 295 Em my ac pet eS #1 “9 
Mechanical Engineering . 120 93 |] acienda (two editions). 116 ad 
Machanisation ngenieria Internacional 
(4 13/16x7 5/16) ....... 89 69 Industria ............. 98 80 
Metal Finishing ......... 72 61 | Ingenieria Internacional = 7 
Metal Progress .......... 169 162 Bn gy mmo ceeeers 74 a 
Metals and Alloys........ 212 168 "keane erea Latino 3 “ 
Mill & Factory .......... 287 Re ny FO ” ; 
a os Revista Rotaria 
oie eee eT 4 i (7 1/16x10%) 9 P 
Mining and Metallurgy... 38 08h oo eee EOFS Se S95 
Sledern Machine Shop me ry tt game ” - 
COMED “vnccsecas anes 334 oe a ty Bi 4d FE ae = 
| Modern Packaging ...... *126 *7 orld Petroleum (9x12). . ee 
| Modern Plastics ......... *177 *152 . ho ‘7 
| National Bottlers’ Gazette 113 95 Total .esseeeeesereeees 907 a 
| National Petroleum News Class Group 
ere. 122 93 | Advertising Age (w) 
| National Provisioner (w). 120 97 re ei ee Se 177 173 
| Oil & Gas Journal (w)... *444 *337 | American Funeral Director 55 i" 
| Oil Ci.) C8 eee *1197 *161 | American Hairdresser ... *58 x 
Organic Finishing ....... tt13 .. | American Restaurant .... 72 59 
Paper Industry & Paper Banking (7x10 38/16) .... 70 55 
3 rrr aaa 7 Jit £ & 2a 64 59 
Paper Mill News (w).... *§148 *$134 | Hospital Management ... 57 i8 
Paper Trade Journal (w) 200 180 | Hotel Management ...... 84 8 
POM FED cecccescsus 90 53 | Hotel World-Review (w) 
Petroleum Engineer ..... 165 122 co eae *31 *2 
Petroleum Refiner ....... 198 194 | Industrial Marketing .... 117 103 
<8, Pere *88 *76 | Medical Economics 
ES eee ed nt oa 0.04 288 264 OES eee 104 il 
Power Plant Engineering. 134 127 | Modern Beauty Shop..... 76 76 
Practical Builder (104%x15) 20 14 | Modern Hospital ........ 159 134 
i rr rrr rrr 55 52 | Modern Medicine 
Product. Engineering .... *360 *815 Seen dcaveyeyesss 141 138 
Production, Engineering & Nation's Schools ........ 64 45 
Management .......... 141 171 | Occupational Hazards 
Products Finishing CRWRMEED dete ceceecsss 50 
errr 73 54 | Oral Hygiene 
bo) a oe 265 234 eR ¥o0 2 o! |) ae 142 14 
Railway Age (wW)........ 240 193 | Restaurant Management . 71 ) 
Railway Purchases & Scholastic Coach ........ 20 l 
SE “seach we taebb aes. 96 77 | School Management F 
Roads & Streets.......... 82 65 (jk are 29 =! 
Rock Products ......ee.. 89 79 | Traffic World (w)....... 195 8 
Sewage Works Engineer- ——- - 
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| Southern Power & Indus- a 
en) re eee ee 116 120 §Includes special issue. *Include Ass 
| Steel (W) .....seeeeeeeee 511 439 | fied advertising. |Last issue estimate 
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Telephony (wW) .......... *199 “93! March issues combined. 
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“MEET YOUR CONTRACT 0R- 


BUILDER CUSTOMER’ - 


the sensational descriptive bookie: 
the Building Market. Contains infor 
tion impartially presented that's e 

understood about the building the 

the talking is about. 


Send for a copy of this booklet 
off the press, or ask your advert 
agency about it. 


PRACTICAL BUILE 


59 East Van Buren Chié 


Adver 
Cin 
See 


Afte 
New 
fa g! 
elo} 
the ‘ 
elop 
Freder 
the ‘ 
Compe 
on ho' 
busin¢ 
and H 
how 
the pé 
many 
tory, 
norma 
Sett 
tions 
lose | 
popul: 
populi 
force, 
will b 
pared 
it is 


yariol 


portec 
popul 
neces: 
1947 j 
675,01 
jo 
have 
factul 
tran: 
public 
tail 1 
epail 
ymus' 
lated 
11Sce 
The 
1940 
drew 
benef 
Coun 
declit 
ose | 
plung 
In N 
avera 


Hoo 
Val 
and 
Louis 
tor n 
the yr 
condi 
publi 
Hoop 
gan § 
tinue 
the I 
publi 
book: 


Dos 
E. 
prod 
Ing a 
Com: 
the 
ment 
delp} 


_ 


| 


: : ; d gap Ee 
f 70 BS 6 eis mais : es eM pe . 4 = re > ae . 7 
ae a ee ee ee 
“ ‘ $ Es) 
i en | 
by ' 
ee | 
W 
- 
. mt 
Me 
i t ™ - 
Po 
| 
a 
: 
ee 
, i 
ete) > = So a ee ae 
: 
Pe 
/ a ee jo — 
' - 
: CORREO EE A ES SP Sa ety 
any O 
: oe total 
. H 2 sae oe: me * 3 Fe Eng, Sas e Re ET ee 
‘ : ~pen ein. a 0 me Eo, Re Sie es ee ee eS 4 A t 
et i a Se ee a ar ok 5 apes = ‘g oe ce EE tee ei RS Ee ee eel « i 
Eis: ee 5 ee Sac ne coe a a eee Routed: Seem “ te | oo soni oe eas “oa 
ages ees. ‘ a e ORE 2 ae eee Sony ark aaa aa mine j Re oa 3 
are ie SS See See SS Sa ‘ye A ena tow, : = = 
De mS jal abi aan SSIS SRE Ca ee OS SES Se Seen se sega ho 
at fo e Sak LS AT POS OE te os. Se ~ a Sa oo hee oe 
tats pe: ‘a SSS Se SSSSV Pycae amet foe SRS Sos " SSS ses ee ee ee 
SESS Scots SS aes SSS ~ Pe ge 
eat ta Ee ~ Bas Fe FN ee er ae Se ogee” ci a a a oe ie 
a SS Fis ay te * MER ghee ty Sen BRS st ate Sane hag oe ee Ra Bias eae gies eee 
~ ae} TSQVgQ ES Peery See ee et a 4 : ri eae 
: ay > ee = eos SR - a — 
ne FS a ee We s.. os ay 
: sal cas . on ee one or Minn 
ath so : ‘ Met ee ce » : 
‘s Se tka SS we eats : 4 on ‘ee & ‘ 
oa Sy —as ee OS ; i . as) ie = a 
she ~ Sc SE a Pees. se Ng 
. aN ete Ss aa ae J 7 ae a 5S: Bas Satis 
al SS eae ee y ea S 3 
an as : Mae eas < aid Sd = i : N ee se ‘ ey a ‘ 
. ® ‘ - * a & Ba as. ioe Be 
; oa . yo : : ‘ han an . ea 3 — becap oot i 
: < SRE Stns: a Se ee oe ad i q Loe ae at ; 
SSS SF ees SS _ ~~ or. / ‘ 
os S&S é SESSSSSESS SS x. 3 — a 
* > SSS WO ante ae EDT aR ONERB ! e \ eee we : z 
SSS FER oo SSE | ae - ae 
: on. ss = a ij ae Hi Beam, ang dag Boe a tag men, * nesta _. seen F pe ad S 
SESS sai oe oun NSO a BOT SN te eee aa 1 RSS =... a ee 
Sa a ate . ay r rast tages, Sete Sve tece:) SMagimentng Shae a A ag Be: SN 
SOLS et SANGRE eg thc stnre sy RR etka aa DATS ae as ee ES: 
Sy SSS SatiaeatectetNs frat . See nents para heros. Sate SS ef ¢ Y * ne bs * Sy 
Se ae het ietataten tanta gtae’ oS ee taaMterstayte areca My, a ne, Ne », t, a on ht a 4 te its “) ee 
Se : Ss SEES ont Geter Sater Rane ss PA Soot — j Te eee q 
a oa ate ay et, nate Sead fate ae soe Se Tyas a ee 
SS Ns ‘SSS: Ses fame ante se | alee cette mete sees Sh — os a (ae 4 f 
: e 3S a SEEN amas te, SME eR es oe I Sina ee aeedtentnerses. Neh, +4 ooo aa i 
a Veale ra 2 ian Deis oath hae aks: Sette: a ee » Pa : 
# aaa, rennet weve 1 SOO Atte 2 geese wonatee renee tin, ice on . 
<te ie Sa a mien Pas a, He »_ ta tes Sg aa ne ae ta! aaa 3 me i 
atc mg Wi > Sagi gene ’ SEMEN Sp cee oe ae q 
: eas . , ——  S oa bars % ie gg os 
SSS Se Se eR. . 4 po oo. 
aS, Se oo. SSS SSS SSS —  . Re 
pe by Satake od. 6 SOT NT SA pa a P ua *s AS oe oe 6 
» ‘ ’ Pk, a a Rea ig Ry SiN, , % 3 ; 
fetid x a ihe SS SS SSSR , . ae Bee ‘i , 
“ tatty EE ae SSS ie : a i Eas “et 
RRC 7: eae NRE A ee : a 2 oo AS : : : 
nbs, > %, nt ees Sah SS: eae e ae i : 
¥ Say 5 ita, matte Ca eae es ‘ Py ¥ i. = : 
ioe : SSS eee e. ac isi.” 
sis ‘ SO Nee ee es ; ete eS ‘ ee ; 
SSeS A SS : . ; a Sees : 
. Ryn Vay - Mating na ahh Mh tierce Pra i boo = __- es 
2 crepes JSS istretnns OS Sante acetate SSS en oe 
Sneath sadeecseteinetes ooo Pe ie os : RS a es ard fede ta he eta Sy a ee = 
neta Deas ee co Nagy tee . Reeticncatee NOLES Teg Mp Drhy Ses OME Ea aa eee a a : 
a 5 Seta j®, %, * eae Sais te, hs Sante, sigs é ey rs STS cast hate % ee eta i ee 
joie ms nat me : Miata Patina Peete. Be Whi he Se eyes egy Ms y Re + eo aes Se Pe sta s ‘ ae 
Rano PR as ek edt sitet rs Mla SEE SONIA rc 4 : eee SS i es 
Pe sagt avin ee . Hy, nea ah ee aay eae a ig es, «eae BO atte, a Re gts, 5 SH adie : Pip bate § re 
Sia Oe a eee a . + ek, rE Se ard Lie aan). k egrrsc ta ga tee Sree Aes 74 : gee 
SMES Soe TUN ae ae Be RS Anae. Sy SRR co 9 SS! ‘ a 
wal Seay sapien Sh P,P oy ee ee Fen cre ; . ue + a, Fa gM 2s 3hag . ag oe ee Be 
te ee ise. eae Be Ses S SNS ee Se 
Re ES ae ae Se Soret das ate fipteth os : oe s ie 
eas ; ice SiS alate ate rcetiantiadee tatanes ‘ akan. hatte fe cp ear % ee se ea 
Po 
— —— - 
t —_ — 
_ 
Ele am. , ( 
: d\ 
me 2 , A ; ; 
qm | 
THA ; = // 
& e ere GAD fi ] 
; an I 
Zs apy tA | 
, > = eet a Ry 
mm 1) ae Ti | 
» 4 0 ee IG 
_ 4 .. “Ze cael , 
& 0 se ee ee 1 pak } 
4 Sam \ Ge ow 
hae . ae Qe ; : 
4 yrs ; ot Ws . 
Vat ¥ et go nut EET 
a = ee ° 2 
(oe ~ be? oi, . = ys / 
: mo 
| me 
: —— i) ea 
¢ = 
asa tis % 
: ne ie. , : ! Po | ee | 
d ag a ‘ . 3 * 4 4 * P Poe 'Z * ‘ 
4 . 2 * 


1945 
/ME 


duced 


ithlies 


1944 


16} 


io 


} 
116 


jdvertising Age, March 12, 1945 


Cincinnati CED 
Sees More Jobs 
After the War 


New York, March 7.—The first 
¢q group of research studies de- 
eloped by the Cincinnati unit of 
‘he Committee for Economic De- 
velop:nent under the leadership of 
frederick V. Geier, president of 
the Cincinnati Milling Machine 
Company, reveals statistical data 
on how many workers the larger 
pusiness enterprises of Cincinnati 
and Hamilton County had in 1940, 
how many they were employing at 
the peak of war production, how 
nany they hope to use after vic- 
tory, and what they consider a 
normal working force. 

Setting out with several assump- | 
tions—that the community will 
lose half its abnormal wartime 
population gain, that 43% of the 
population will be in the labor 
force, and that 95% of labor force 
will be employed—a table was pre- 
pared showing the number of jobs 
it is hoped will be available in 
various fields of employment two 
years after victory, be that 1947 or 
any other year, as compared with 
total number of employes in 1940. 

A total of 228,987 jobs was re- 
ported in 1940 out of a 621,987 
population, as compared with a 
necessary 266,290 jobs required in 
1947 in an estimated population of 
675,000. Figures on total number 
of jobs needed for both periods 
have been compiled for the manu- 
facturing enterprises, construction, 
transportation, communication, 
public utilities, wholesale and re- 
tail trade, finance, business and 
epair service, personal service, 
mmusements, professional and re- 
lated services, government, and 
liscellaneous fields. 

The CED has found that in 
1940 an average of 5;641 persons 
drew unemployment compensation 
benefits each week in Hamilton 
County. By 1941 the number had 
declined to an average of 3,190, 
rose slightly to 3,664 in 1942, and 
plunged downward to 444 in 1943. 
In November, 1944, the weekly 
average was only 46. 


Hooper Forms Agency 


Van B. Hooper, sales promotion 
and advertising manager of the 
Louis Allis Company, electric mo- 
tor manufacturer, Milwaukee, for 
the past 14 years, has resigned to 
onduct his own advertising and 
publishing business, the Van B. 
Hooper Company, at 207 E. Michi- 
gan St., Milwaukee. He will con- 
tinue to prepare advertising for 
the Louis Allis Company and will 
— a series of educational 
DOOKS, 


Dosch to Ayer 


E. L. Dosch, recently in new 
product development, merchandis- 
ing and research of Vick Chemical 
Company, New York, has joined 
the plans-merchandising depart- 
rene of N. W. Ayer & Son, Phila- 
delphia, 


————— 


PAA Drops Convention 


Pacific Advertising Association 
will substitute a conference of 
fewer than 50 persons, including 
directors and one representative 
from each club, for its annual 1945 
general convention. Date and loca- 
tion will be decided later. 


Joins Abbott Kimball 


Eleanor Winslow, former mer- 
chandising director of the Ladies’ 
Home Journal, has been named to 
a similar position with Abbott 
Kimball Company, New York. 


Navy to Honor Printers 


The Navy Department has cre- 
ated a special commendation 
award to be given printers and 
lithographers qualifying for it by 
producing essential printing for 
the war effort. The award will 
be similar to the Army-Navy “E” 
award, for which printers and 
lithographers are not eligible be- 
cause of the service nature of their 
work. To receive the award, a 
company must produce at least 
35% of its work for the Navy and 
50% of its total output for the 
war effort. 


Otto Succeeds Winter 


Arthur Otto, recently advertis- 
ing manager of the Anacin Com- 
pany, New York, and previously 
with the CBS research department 
for seven years, has been ap- 
pointed media director of Ray- 
mond Spector Company, New 
York. Mr. Otto succeeds Harold 
Winter, who recently resigned. 


Gotham Elects Officers 


Directors of Gotham Advertis- 
ing Company, New York, have 
elected G. Ellsworth Harris chair- 


51 


man of the board; Duncan D. Sut- 
phen Jr., president; Arthur A. 
Kron, executive vice - president 
and treasurer; Chester A. Priest, 
secretary, and Sally Allen, assist- 
ant secretary. 


CORN — HOGS — OATS — CHICKENS 


vmrvwp 
wrmew>naon 


CATTLE — SHEEP — HAY — WHEAT 


Franklin 5854 | 


When advertising, too, 
comes marching home... 


In the bright sunrise of a not too distant tomor- 
row, advertising, too, will come marching home 
to put on civilian clothes. 


Advertising, like G. I. Joe, has learned a lot 
from war. Its proudest boast, when peace returns, 
will be the share it’s had in helping G. I. Joe ham- 
mer out the victory...mastering new skills in in- 
forming, instructing and persuading people and 
moving them to decisive action. 


Unlike G. I. Joe’s newfound proficiency with 
bayonet and bazooka, these are skills which must 
not be forgotten. For in them lies advertising’s 
ability te master the vast new tasks ahead. 


* * * 


Thousands of new products waiting to make their 
bow. Thousands of old ones waiting to come back. 
Thousands more, whose sales have carried on 
through war, ready to expand. Distribution to be 
restored, dealer structures to be rebuilt. All this 


awaits advertising’s versatile hand. 


And along with this gigantic selling job, adver- 


tising must keep on informing...instilling the con- 


fidence in America’s future that’s a prime essen- 


tial of weathering the great transition...creating 
better understanding of national and local prob- 
lems...improving public and employe relations... 
helping people readjust themselves to peacetime 
ways of living. 


* * * 


In all these great assignments to come, newspapers 


will have an indispensable role. 


For tomorrow, as never before, advertising will 
he news. Tomorrow, as never before, advertising 
must have the power to produce action...a power 
attested again and again in the results of wartime 
campaigns in newspapers. Tomorrow, as never be- 
fore, advertising must get close to the people...ad- 
dress them with the force and intimacy of a medium 
that’s part of their hometown pattern of life. 


In newspapers, wartime advertising has reached 
its fullest development. In newspapers, advertisers 
will continue to find their surest way of conveying 
information...about products 
or policies...into the mm Shines) 


minds of the millions. 


This advertisement, prepared by the Bureau of Advertising, A. N. P. A., is published by The Des Moines Register and Tribune in the interest of all newspapers 
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Detail Elements of 
Huge Construction Picture 


The greatest construction pro- 
gram in the history of the world 
will follow the war’s end, the Pa- 
cific Builder & Engineer declares 


NO USE TURNING 
CUSTOMERS AWAY 


bo dolng suet thet manutant 
oing jus at. 

There's a 7 billion Manufacture 
dollar market you and Sell 


could encourage} COSMETICS 
simply by letting& 
these pore e know you'd welcome their 
business. For the Negro looks to his race 
press for guidance. Your advertising in 
the Negro papers can earn his confi- 
dence, good will and regular patronage. 

But whether your product is cos- 
metic, food, drink, wearable, or any- 
thing else, it will pay you to write to 
Interstate United Newspapers, Inc., 545 
Fifth Ave., New York, for the facts on 
the success stories built out of reach- 
ing this great and growing market. 
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How Business and Industry Are Preparing for a Peacetime World — 


in a recent article devoted to the 
latest meeting of the Associated 
Equipment Distributors. 
Prominent observers in the in- 
dustry and in government who 
spoke at the sessions presented 
evidence that the postwar program 
will be spearheaded by unpre- 
cedented volumes of road, bridge, 
airport, reclamation, flood control, 
railroad, public utility, hydro- 
power and building construction. 

. O. Penn, president of the 
AED, said, “Railroads have vast 
plans for new grading, straighten- 
ing curves, laying heavier track 
and additional track in yards and 
other projects. Practically a vir- 
gin market is to be afforded by the 
thousands of airports and landing 
strips now being planned. Public 
utilities have had to go several 
years without making improve- 
ments. . Road construction re- 
mains the ‘No. 1’ project of the 
postwar work.” 

Maj. Gen. Eugene Reybold, chief 


|Congress, he 


of engineers, U. S. Army, said 
flood control, river and harbor and 
multiple purpose projects costing 
$4,600,000,000 now are contem- 
plated for postwar construction. 
Projects costing $3,063,000,000 al- 
ready have been authorized by 
declared. Plans, 
specifications and contract docu- 
ments now have been completed 
on postwar projects totaling a 
half-billion collars, and present 
planning schedules contemplate a 
completion of plans that permit 
initiation of work on_ projects 
totaling $731,000,000 by late next 
summer, he said. 

William E. Warne, assistant 
commissioner, U. S. Bureau of Re- 
clamation, announced that his bu- 
reau “proposed nothing less than 
the full development of the water 
and natural resources of the 
West.” 

The program as proposed would 
more than double the present 
irrigated area of the 17 western 
states, greatly increase hydro- 
power production, result in tens of 
thousands of new small industrial 
plants and “a good number of large 
ones,” at least double the popula- 
tion of the West and “increase na- 
tional income by several billions 


of dollars per year.” 

Three hundred separate projects 
costing $3,000,000,000 are included 
in a program for the years im- 
mediately following the war’s end. 
These projects will place 10,000,- 
000 new acres under irrigation, 
furnish supplemental water to as 
many more, and add 4,000,000 kw. 
of firm hydro - power — doubling, 
said Mr. Warne, the present in- 
stalled firm power in the West. 


Other Projects Planned 


Work proposed by the Army 
engineers and the reclamation bu- 
reau in the Missouri River Basin 
totals about one and one-quarter 
billion dollars, he said. Congress 
has already authorized the spend- 
ing of $400,000,000 in this develop- 
ment, half of it to be spent by the 
Army engineers, half by the bu- 
reau. 

Lowell Swenson, manager, Na- 
tional Aeronautics Association, re- 
ported that a billion dollar federal 
aid National Airport Plan is now 
before Congress. He said, “It looks 
as though an awful lot of money 
is going to be spent on airports in 
the grass roots country.” He re- 
vealed, the magazine says, pro- 
posed expenditures of $438,000,000 


Clay as fine 
as face powder 


ee for Levelcoat 


KIMBERLY 


- 


You have seen it. . . two printing jobs by the same printer: one perfect; 
the other poor. Why this difference? It may well be a difference in clay 
usee in making the paper. For on the quality of the clay depends the 


opacity and ink receptivity of the sheet. 


That’s why Kimberly-Clark uses only carefully selected white and 
china clay found in limited quantities in Georgia, in the Carolinas and 


in England. 


And even this choice clay has to pass rigorous inspection before a 
carload enters a Kimberly-Clark mill. Brightness, moisture content and 
acidity must measure up to rigid specifications. But most important is 


the severe test for particle size and erosion. 


The particles must be so fine and grit-free that they might pass for 
face powder. This flour fineness is necessary to prevent wear on the 
cylinder and rollers of printing presses which in turn would make perfect 


printing impossible. 


Here, then, is another example of Kimberly-Clark quality control. 
Another reason why Levelcoat Printing Papers give the same excellent 


results every time. 


PAPER PACKS A WAR PUNCH—DON'T WASTE 


5 . 
C LA R K \\ A proouctor \ 


| Kimberly 
CORPORATION | Clark 
NEENAH, WISCONSIN \\ Skconsscinal 

\ ——— 


\ SFevelcoal PRINTING PAPERS 
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in towns under 5,000 population 
$339,000,000 in towns of 5,999. 
| 25,000; only $71,000,000 in town. 
|of 25,000-50,000, and only $35 999 - 
000 in towns of more than hal) 


million. 
* * pS 


A survey recently complete, 
among building trade association, 
and leading manufacture by 
Practical Builder shows that the 


building industry spends nearly 
$50,000,000 annually in researg 
and development of better hoy. 


ing. The sum, said to be a cop. 
servative estimate, is based on re. 
plies from 20 companies within the 
industry whose expenditures fo, 
research range from 0.5% to 3% 
of total sales. j 

Practical Builder points out that 
if an average of no more than 1¢, 
were expended on research, the 
total research expenditures wou} 
be between $45 and $50 million 
“This does not take into account 
the money spent in universities 
by research foundations, by the 
government in such enterprises as 
the Bureau of Standards, the grea 
Forest Products Laboratories jp 
Madison, Wis., and others, includ- 
ing the dealers and larger build- 
ers of the country,” it adds. 

The magazine declares the jn- 
dustry needs streamlining of ]oca) 
laws which perpetuate “obsolete 
and excessively costly ideas in 
building codes. If the government 
wants to engage in building re. 
search,” it states, “we suggest the 
place to start is with local building 
laws and with short-sighted prac. 
tices and restrictions that compe! 
a home owner to pay for costly 
and unnecessary hand labor on the 
job.” 

* Bg % 

The public doesn’t seem to re- 
member its name, but it’s often a 
salon or curbside subject — the 
Precipitron. This is the contrap- 
tion that electrocutes dirt particles 
in ventilating systems and “laun- 
ders” the air. 

Developed six years ago by 
Westinghouse Research Labora- 
tories, the Precipitron resembles 
a large steel suitcase. Air passing 
through it is forced over fine tung- 
sten wires charged with 13,000 
volts, giving the dust particles a 
positive electrical charge. Behind 
the wires is a series of parallel 
steel plates charged alternately 
with positive and negative elec- 
tricity. As the positively charged 
dirt is drawn to the negatively 
charged plates it is removed from 
the air stream. ‘he Precipitron 
is especially useful for plants mak- 
ing precision instruments. 

According to the New York 
Journal of Commerce, Jack 
Squires, Westinghouse engineer, 
declares more than 150 Precipi- 
trons have been installed in homes, 
and after the war the development 
of a home unit may be considered 
for wide distribution. Probable 
cost would be comparable to an 
electric refrigerator. In one Pre- 
cipitron test in a Pittsburgh home, 
curtains remain clean for eight to 
ten weeks, and walls which for- 
merly were washed every spring 
stay clean for three years or more. 


British Backing Berets 


Kangol-Wear Company, London, 
England, is adding newspaper 
space to its current magazine and 
trade journal schedule, to acver- 
tise its Anglobasque brand ol 
berets. Wearing of berets in lng- 
land has been a wartime innova- 
tion since their inclusion in the 
uaiform of civilian defense work- 
ers. 
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Use Newspapers, 
Radio, Magazines 
for Coffee Drives 


York, March 7.—A series 
yspaper advertisements will 
eduled for 172 cities be- 
ween Mareh 15 and April 30 by 
ihe Pan American Coffee Bureau 
to promote the beverage as “the 
friendly drink from good neigh- 
nors, according to the Joint Cof- 
fee Promotion Committee, com- 
nosed of representatives of the 
Bureau and the National Cof- 
fee Association. Complementing 
this schedule will be participation 
in 45 home economics radio pro- 
grams With a total of 141 weekly 
broadcasts. 

National magazines will be used 
to emphasize iced coffee in the 
summer months, supplemented 
by home economics broadcasts 
and a series of small space inser- 
tions in 209 mewspapers. In ad- 
dition to product copy, a series of 
four-color advertisements featur- 
ing the international and economic 
aspects of coffee as “the common 
currency of all the Americas,” 
will constitute an institutional ad- 
vertising program to appear in the 
last half of the year. 

Point-of-sale material will be 
made available by the Coffee Bu- 
reau on a cooperative basis to in- 
dividual roasters. J. M. Mathes, 
Inc, handles advertising for the 
organization. 


Red Heart Tries 
Video ‘Short’ 


Ottumwa, Ia., March 8.—A tele- 
vision advertising experiment, 
produced for John Morrell & Co., 
manufacturer of Red Heart dog 
food, will be aired March 20 over 
Station WBKB, Chicago. 

Entitled “Herkimer Wins the 
Red Heart,” the three and a half- 
minute show is designed to fill the 
air time between studio programs, 
and is completely “canned.” Slide 
film, synchronized to a recorded 
musical background and narration, 
vith the video portion entirely 
cartooned, complete the package. 
Production of the show will be 
under the direction of Dave Dole, 
associate radio director of Henri, 
Hurst & McDonald, Chicago, 
agency for Morrell. 


Ne" 
of né 
pe § 


Bohan Succeeds Thomas 
as Sterling Drug V. P. 


Joseph D. Bohan has_ been 
elected a vice-president of Sterling 
Drug, Inc., New York, in charge of 
its Centaur 
Company divi- 
sion, succeeding 


Rac eee 


Harold B. 

Thomas, who 

resigned to be- ; ,’. 

come a partner on Fe é 

In Pedlar & 

Ryan, New gees 

York. = 

Mr. Bohan, 

formerly a divi- 

slonal  vice- 

ake ‘an nt, Joseph D. Bohan 
} ntaur 


In 1932 as export manager, later 
becoming general sales manager 
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15 SECOND 
SPOT ANNOUNCEMENT 


TIME 
BUYERS 


NW): HERE 1S ONE 

eASON WHY WLIB IS 
YING OFF ON THE CASH 
GISTER. . - PULSE oar 
JRK FINDS THAT 612 
[B'S LISTENERS DO NOT TUNE 
§ ANY OTHER STATION FIFTEEN 
INUTES BEFORE OR AFTER 
[STENING TO WLIB. 


»: CASH REGISTER RINGS. 


i: (with emphasis) WLIB IN- 
CREASES THE TUNE-IN AND 
KEACHES PEOPLE NO OTHER 
SINGLE STATION SERVES. 


LIB 


— | 


NEW 
YORK 


KC. CLEAR CHANNEL 


and vice-president. From 1935 to 
1942 he was chairman of the for- 
eign trade section of the Proprie- 
tary Association of America, and 
since then has been chairman of 
its national relations committee. 


Place Bendix Schedule 


Extensive schedules for fall, 
covering magazines and trade pa- 
pers, have been placed for the 
Bendix automatic home laundry, 
product of Bendix Home Appli- 
ances, South Bend, Ind. Ruthrauff 
& Ryan, Chicago, is the agency. 


Pabst Issues Ad 
Booklet as Aid 


to Distribution 


Chicago, March 7.—Pabst Sales 
Company, in answer to distributor 
requests for means to reach local 
markets, to build good will by in- 
forming the community of the 
service distributors have perform- 
ed “especially in wartime” and to 
emphasize their position in the 
community, has issued a 20-page 


booklet of suggested newspaper 
ads, cuts and letterheads which 
the distributor can obtain in mat 
form. 

The booklet offers the ads in two 
sizes for 13-week campaigns. 
Newspaper insertions are to be 
paid for by the 800 local distribu- 
tors. The booklet will be followed 
in succeeding quarters of the year 
by other Pabst booklets. The first 
quarterly series stresses distribu- 
tors’ service-with-a-smile, hits bot- 
tle hoarding, describes the diffi- 
culties of wartime distribution, and 
emphasizes the quality of Pabst 
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beer. The ads are tied in with 
messages on war bond drives, com- 
munity chest contributions, Red 
Cross, salvage, etc. 

Illustrations for the ads are the 
work of the cartoonist, William 
Steig. Warwick & Legler is the 
agency. 


To ‘Financial Post’ 

A. Leslie Wainwright has re- 
joined the advertising sales staff 
of the Financial Post, Toronto, 
following three and a half years 
with the RCAF. 


EACH MARKET WILL 
BE REACHED 
THROUGH A NEWSPAPER 


Witt INFLUENCE 


HE MEANS WITH 
MARKET-WIDE 
INFLUENCE LIKE 


The OREGONIAN ! 


force which reaches into the homes you want 


where decisions to buy are made. Because its 
influence is truly market- wide, because it has 
the greatest circulation—you'll want to choose 


The Oregonian to reach all the Oregon market. 


The influence of The Oregonian is a live, potent 


“If you aren’t in The Oregonian, 


you aren't in the Oregon market.” 


to reach... where influence means the most... 


PORTLAND, OREGON 
REPRESENTED NATIONALLY BY PAUL BLOCK AND ASSOCIATES 
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Plugs New Make-Up Pat 


Pond’s Extract Company, New 
York, will promote its new cake 
make-up foundation, Make-Up 
Pat, using color ads in Mademoi- 
selle and Vogue; black and 
white insertions in Fawcett 
Women’s Group, Modern Maga- 
zines and True Story, plus ads in 
Sunday newspaper supplements of 
21 cities. J. Walter Thompson 
Company, New York, handles the 
account, 


ALL BY ITSELF. . 


THE LIMA NEWS 
75 nites trom any 


other metropolitan city in 
NORTHWESTERN 


OHIO 


so 


Francisco Urges 


‘Peacetime OWI’ 
tor Work Abroad 


New York, March 9.—“In pro- 
moting and cementing interna- 
tional friendships and commer- 
cial ties . . . it is essential that 
the character, intentions and ac- 
tions of the United States be made 
known to and understood by the 
people of other nations,” Don 
Francisco told the New York 
University chapter of Alpha Delta 
Sigma, national advertising fra- 
ternity, tonight. 

Mr. Francisco, for several years 
with the Office of the Coordinator 
of Inter-American Affairs, recently 
became a vice-president of J. 
Walter Thompson Company. He 
urged that the wartime functions 
of the CIAA in this hemisphere 
and of the OWI in other countries 
be continued in peacetime, and 
requested for this work “an ap- 
propriation from Congress and an 
organization that would work 
under the guidance of the Secre- 


tary of State.” 


Such an organization, he said, 
“should cooperate with and sup- 
plement the dissemination of in- 
formation abroad by commercial 
organizations. .. The government 
should be willing to give financial 
support to activities which offer 
no profit incentive, such as inter- 
national short-wave broadcasting 
and the production and distribu- 
tion of non-theatrical educational 
films.” 


Names Kaufman 


Carpel Frosted Foods Corpora- 
tion, distributor of Carpel’s Qual- 
ity frosted foods in the District of 
Columbia, Maryland and Virginia, 
has appointed Henry J. Kaufman 
Advertising, Washington, D. C., as 
its agency. Plans call for news- 
papers, car cards, point-of-sale 
material and posters. 


Sugarman Named 


B. R. Sugarman, previously 
with Schenley Distillers Corpora- 
tion in the Rhode Island sales ter- 
ritory, has been appointed general 
sales manager of the liquor divi- 
sion of Dale Beverage Company, 
Woonsocket, R. I. 


Downey Heads Majestic 
Radio Advertising 


John J. Downey has been ap- 
pointed advertising and sales pro- 
motion manager of Majestic Radio 
& Television 
Corporation, 
Chicago and St. 
Charles, Ill. Mr. 
Downey joins 
Majestic from 
the Studebaker 
Corporation, 
South Bend, 
Ind., where he 
has directed 
sales promotion 
for the past five 
years. He was 
previously with 
the sales division of Chrysler Cor- 
poration, Detroit. 

Mr. Downey’s position will in- 
clude direction of advertising and 
sales promotion of Majestic Rec- 
ords, Inc., recently announced 
subsidiary of Majestic Radio. 


John J. Downey 


Bates Promotes Menna 
Louis Menna, art director of Ted 

Bates, Inc., New York, has been 

promoted to vice-president. 


What, another kid-show ? 


Yes. But child-talent 


has a habit of being good, when well-handled. 


In this case, affable 


Ed Schaughency, one of the 


best announcing emcees in the business, and Betty 


Dugan have done and continue to do a remark- 


able job. 


The Starlets, 40 talented and singing young- 


sters, are Pittsburgh’s favorite and most enter- 


| 50,000 WATTS 


taining kid-show. They never fail to click, on the 
air, Or on personal appearances. 
the streets at 9:30 every Saturday morning, to 
enjoy this popular half-hour. 


Here is a grand round-up of children, receptive 
to any product-story with child-appeal. There’s 
no better way of reaching the children who 
make or influence purchases, in the vast KDKA 
Tri-state area, than using “Starlets on Parade.” 


Learn all about it from NBC Spot Sales. 


——WESTINGHOUSE RADIO STATIONS Inc-—— 


BITTE RURGHIWOWO + KEX + KYW © WBZ © WBZA + KDKA 


REPRESENTED NATIONALLY BY NBC SPOT SALES—EXCEPT KEX 
KEX REPRESENTED NATIONALLY BY PAUL H. RAYMER CO. 


Kids forsake 
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Kaeppel Calls MHA 
Atfack on Housing 
Costs Unjustified 


Chicago, March 6. — [ollay 
spent on housing today ai bet- 
,jter spent than money spe t op 
other durable goods, anc ney 
homes are far more efficien! ang 
comfortable and no more « xpep. 
sive than those built 20 years ago 
according to Herbert V. Kaeppe} 
executive editor, Practical B vilder 
replying to recent charges by the 
National Housing Agency _ tha 
housing costs too much. 
In NHA’s bulletin, “Housing 
Costs,” Administrator Joh; 


l 
Blandford Jr. had said the hoys. 
ing field suffers from lack of or. 


ganization, burdensome jobbers 
costs, and outworn construction 
practices. Unless the industry 


sweeps clean its traditional prac. 
tices, he said, Americans wil] be 
unable to afford as many new 
homes after the war as they wil] 
need (AA, Feb. 5). 

In his reply, Mr. Kaeppe! say; 
the NHA charges are totally with- 
out basis in fact and that the NHA 
bulletin “is a political documen: 
issued in support of the Kilgore 
bill which desires to set up, at 
cost of $25,000,000, a government 
research agency on housing.” 


Says Autos Cost More 


The manufacture of homes, he 
asserts, cannot be compared with 
the making of any other majo 
article “without discredit falling 
elsewhere.” Homes are built t 
last 40 or more years; automobiles 
refrigerators, radios and _ other 
durable goods are made to be re- 
placed after only three to 1 
years, 

“To buy and operate a new car 
priced at $1,000 costs the owner 
at least $30 a month, including 
depreciation, insurance and oOp- 
erating expense,” he says, “but for 
the same $30 a month he can buy 
and operate $3,000 worth of new 
home.” 

Postwar houses, he continues, 
will give greater comfort and 
value than ever before. Progress 
in building and building materials 
steadily goes forward. Top build- 
ers “know that there is no revo- 
lution in sight in home building 
and that no government bulleti 
or pronouncement will produce 
one.” 

To this Mr. Blandford has re- 
plied that the bulletin was in- 
tended primarily for the building 
industry, and was not issued as 4 
political document. Writing to Mr. 
Kaeppel, the NHA administrator 
says: 

“It seems to me that arguments 
as to whether building costs al 
high in relation to the over-all 
cost of living or the cost of autos, 
etc., are relatively unimportant 
The important thing is that un- 
til the cost of owning or renting 
new homes is lowered, millions 0 
American families can’t have them 
and the building industry can! 
supply them.” 


‘Tribune’ Overseas 
The Chicago Tribune has 
publishing an _ overseas tior 


near Calcutta, India, for s* 
men in the China, Burma a 
dia theaters of war. 


“ __ and it all started" h 
a broadcast over Wi DF 
Flint.” 
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Court Ruling on 
Distillers Might 
A‘fect Fair Trade 


(Continued from Page 1) 


sanction such regulation, officials 
publicly charge that dealers, par- 
ticularly retailers in certain states, 
were using their fair trade practice 
laws aS a Weapon against the 
manufacturer. 

Since the federal and state law 
permitted price fixing on_ brand 
name goods, Justice people say, 
these retailers would go to manu- 
facturers and refuse to handle their 
product unless the manufacturer 
fixed a price allowing them a wide 
profit margin. 

In view of the department’s po- 
sition on fair trade practice laws, 
it was not unusual then that it 
seized on the Colorado liquor case 
as a test of the degree to which 
distributors and dealers would be 
permitted to participate in price 
fixing, and it was a substantial de- 
feat when the lower court ruled 
that no interstate commerce was 
involved. 


Arbitrary Prices Set 


In the lower courts, the firms did 
not contest the government’s de- 
scription of their arrangement. Ac- 
cording to the government, “de- 
fendant retailers and wholesalers 
agreed to persuade and compel 
producers to enter into fair trade 
practice contracts on every type 
and brand of alcoholic beverage 
shipped into the state, and thus 
established arbitrary non-competi- 
tive retail prices and mark-ups.” 

The government further con- 
tended that the retailers had 
agreed .to refuse to buy from 
wholesalers who do not enforce 
the agreement and non-complying 
retailers similarly would be denied 
the opportunity to buy from 
wholesalers and producers. 

In ruling for the government, the 
Supreme Court pointed out that 
the Miller-Tydings amendment 
waiving the anti-trust laws to per- 
mit sellers to fix resale prices, does 
not permit combinations of busi- | 
ness men to coerce others in mak- | 
ing contracts. While both the Mil- | 
ler-Tydings Law and the Colorado 
State Fair Trade Law enable a| 
seller to set resale prices for an 
article which has a_ trademark, 
brand or name, they expressly pro- | 
vide that the permission shall not | 
extend to contracts among pro- 
rer wholesalers and competi- | 
ors. | 


Combinations Held Illegal | 


“Whatever the right of an indi- | 
vidual producer under the Miller- 
Tydings amendment to make price 
maintenance contracts or refuse to | 
sell his goods to those who will not 
make such contracts, combinations 
to compel price maintenance vio- 
aire the Sherman act,” the court 
Salad, 

On the critical point of whether 
Or not the conspiracy dealt only | 
with local matters, the court said | 
“the fact that the ultimate object | 
of the conspiracy was fixing local | 
retail prices, does not of itself re- | 
move the agreement from the scope | 
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of the Sherman Act. Retail outlets 
have ordinarily been the object of 
illegal price maintenance.” 

Noting that 98% of Colorado’s 
spirituous liquor and 80% of its 
wine had to be shipped from out- 
side the state, the court pointed 
out that ‘“‘whatever the object, the 
means of achieving it reached be- 
yond the borders of Colorado. Co- 
ercive power was used to compel 
producers of alcoholic beverages 
outside Colorado to enter into price 
maintenance contracts. Nor did 
the boycott merely affect the local 
retail business. Local purchasing 
power was a weapon used to force 
producers making interstate sales 
to fix prices against their will.” 


NO DRUG COMMENT 


Chicago, March 8.—The National 
Association of Retail Druggists, 
prime mover in the fair trade 
legislative field, is studying the 


Supreme Court decision in the dis- | again spent a major portion, £404,-|in charge of its Gould industrial 


tillers’ case carefully, John W. | 
Dargavel, secretary of the associa- 
tion, told ADVERTISING AGE today. 

Thus far, he said, the associa- 
tion’s attorneys have not sub- 
mitted an opinion, and since the 
association does not have all the 
facts and has not yet determined 
whether the Colorado case will 
seriously affect fair trade practices 
in the drug field, it has no com- 
ment to make. 


British Ad Figure 
Drops in 4th Quarter 


British advertising expenditures 
in the fourth quarter of 1944 took 
a very slight drop of 0.54% com- 
pared with the same period of 1943, 
according to a report in Statistical 
Review. Totals for the Octo- 
ber-December period reached £3,- 
611,206, of which the government 


291. The National Savings Com- 
mittee and the Ministries of Food 
and Fuel and Power were the 
largest government spenders, with 
the last two increasing their totals 
slightly. 


British Ass'n Formed 


Electrical sign makers in Great 
Britain have formed the Electrical 
Sign Manufacturers’ Association to 
protect the interests of the indus- 
try “with due regard to the in- 
terests of the public.” Exhibitions 
and other promotions are planned 
by the group. 


Rowland Elected 


Richard H. Rowland, previously 
vice-president of St. Paul Engi- 
neering & Mfg. Company, has 
been elected vice-president of Na- 
tional Battery Company, St. Paul, 
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| division, He succeeds H. B. 
| Barnes, who recently became vice- 
| president in charge of sales for . 
| National Battery and its division. 
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Because The New York 


Times Magazine is read by 
hundreds of thousands 

of quality-conscious women 
the country over, 

advertisers include it in their 


basic magazine schedules. 


BOTANY WORSTED MILLS 
like so many 

other national advertisers 
uses The New ork Times Magazine 
as a basic part of its national 
magazine campaign (prepared and placed by 
Alfred J. Silberstein, Bert Goldsmith, Inc. 

and Sterling Advertising Agency, Inc. ) 
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56 
Billingsley Heads | 
Four A’s Group 

to Improve Copy 


(Continued from Page 1) 
National Advertisers. The two 
groups will work, Mr. Gamble 
said, “to develop some way to get 
at the small percentage of adver- 
tising which is objectionable.” 

In a talk before the ANA an- 
nual meeting here last November, 
Mr. Billingsley cited the impor- 
tance of data presented by Dr. 
Claude Robinson of Opinion Re- 
search Corporation, which showed, 
among other things, that 47% of 
the public felt some kind of re- 
sentment or irritation toward ad- 
vertising. 

Improvement of advertising 


copy is one of four major “areas” 


(AA, Feb. 26) in which the Four 
A’s is working to strengthen ad- 
vertising for the postwar period. 


Wood Leaves ‘Fortune’ 


Richardson Wood, for eight 
years an editor of Fortune, New 
York, has opened his own offices 
at 551 Fifth Ave., New York, as 
general consultant on public opin- 
ion. He will continue to collab- 
orate with Fortune and with Elmo 
Roper, conductor of the Fortune 
survey. 


Lettow Appointed 


William M. Lettow, formerly 
with the wage and hour and pub- 
lic contracts divisions of the De- 
partment of Labor, has joined the 
industrial relations department of 
Stokes-Palmer-Dinnerman, Inc., 
Cincinnati advertising counsel. 


aS NI 
eS i we M0, 


MW 


Ms MX Di Ly 


ee 


ash sain 


Inthestatelyhomesalongthe Mississippi 
(for hundreds of miles) 


Folks turn 


frst to - 


NEW ORLEANS | 


DEPARTMENT OF LOYOLA UNIVERSITY 


THE GREATEST SELLING POWER 


IN THE SOUTH'S 


GREATEST CITY 


50,000 Watts *« Clear Channel « CBS Affiliate 


Represented Nationally by 


The Katz Agency, Inc. 


STANLEY B. ROGERS 


Evanston, Ill, March 8— 
Memorial services for Stanley B. 
Rogers, 67, western advertising 
sales manager for the Sports Afield 
Publishing Company, Chicago, 
were held today in St. Matthew’s 
Episcopal church, Evanston. Mr. 
Rogers died March 2 in Evanston 
hospital. He is survived by his 
widow, Alice; a daughter, Gene, 
and two sons, Gordon H. and 
Charles E. 


VICTOR HENRY HANSON 


Birmingham. Ala., March 7.— 
Victor Henry Hanson, 69, chair- 
man of the board of the Birming- 
ham News Company, which pub- 
lishes the Age-Herald, a morning 
paper, and the News, an evening 
paper, with a combined daily cir- 
culation of 175,000, died here this 
morning of coronary thrombosis 
at his home. Mr. Hanson’s Ca- 
reer began at the age of 11, when 
he started a one-man newspaper 
and three years later sold it for 
$2,500. 

After working on various south- 
ern newspapers, Mr. Hanson was 
made vice-president and general 
manager of the Birmingham News 


in 1909, and upon the death of 
Gen. Rufus W. Rhodes in 1910, 
purchased control, becoming presi- 
dent and publisher. He bought the 
Age-Herald in 1927, and became 
chairman of the News Company in 
1936, the same year he leased the 
Birmingham station, WSGN. Dur- 
ing the ’20’s he led his papers in 
a crusade against the rebirth of 
the Ku Klux Klan. 


EDWARD A. McCAY 


Philadelphia, March 6.—Edward 
A. McCay, 57, vice-president of 
Charles Blum Advertising Cor- 
poration, Philadelpia, died Feb. 27 
at his home in Collingswood, N. J., 
of a heart attack. He had been with 
the agency for 25 years, most of 
the time as vice-president. 


Join Detroit Agency 

Witte & Burden, Detroit agency, 
has appointed Beryl Richardson, 
recently with MacManus, John & 
Adams, Detroit, as assistant pro- 
duction manager. John F. Smolak, 
recently with the Marine Corps 
and copywriter for an electrical 
equipment manufacturer, has 
joined the agency’s copy staff. 
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William Moll Joins 
Griswold-Eshleman C>». 


William J. Moll, who has ) ey, 
with Geyer, Cornell & Newel) 
New York, as account execitiye 
has resigned to 
join the execu- 
tive staff of 
Griswold- 
Eshleman Com- 
pany, Cleve- 


field director of 
the Chamber of 
Commerce of 
the United 


States from 
1938 to 1943 
and initiated 


and directed 
the chamber’s 
postwar con- 
sumer and industry surveys. Prior 
to 1938 he was account executive 
and vice-president of Gardner Ad- 
vertising Company at New York, 


Celebrates 25th 


The Modern Stationer is cele- 
brating 25 years of publication 
with the March issue. 


William J. Moll 


unday Examiner. 


California Counties. . 


advertisers. 


This tremendous volume is a reliable index 
to the vast postwar purchasing plans of Southern 


California families who read the Los Angeles 
S 


Even more dramatic 
circulation of the Los Angeles Sunday Examiner 
exceeds the combined distribution of a// forty 
evening newspapers published in ten Southern 


.and at one-fourth the rate. 


Today or tomorrow . 


Sunday Examiner heads the list among saleswise 


*Based on Third Progress Report of Postwar Family 
Buying Intentions, U. S. Chamber of Commerce. 


Says the 


Los Angeles Sunday 
EXAMINER Family. 


is the fact that the 


the Los Angeles 


POSTWAR INCOME 


90% Greater 


than in 1939 


1939 1940 1941 1942 1943 1944 1947 
WRITE FOR FREE COPY of "Close-up 


of Tomorrow," a timely new booklet that 
shows what will happen to the Los 
Angeles County Market when peace 
comes . 
authoritative national, state and local 
sources. 
Division, Los Angeles 
Angeles 54, Calif. 


in LOS ANGELES COUNTY 


. « based on the findings of 9 


Address: Business Research 
Examiner, Los 


Represented Nationally by Hearst Advertising Service 
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Acmen Mobilize 


for 1th War Loan 
Promotion Effort 


‘Continued from Page 1) 


port is needed. During the 6th 
War Loan, daily newspapers were 
off 24% to slightly more than 
$5,000,000. For the 7th, a news- 
paper quota of $7,500,000 has been 
app rtioned among the states. 

9. The outdoor industry has 

come up with a “Stay on the Job 
—Support the 7th War Loan” 24- 
sheet poster for June sponsorship. 
Because of the “Stay on the Job” 
tie-in, the industry expects that 
WMC Chief Paul McNutt and 
WPB Chairman J. A. Krug will 
urge war contractors to buy ‘his 
joster. 
: 3. Publishers of more than 1,070 
magazines, with circulation of 
133,000,000, have already agreed 
to run a standard war bond cover 
in June. The total figure will pass 
29000 publications with circula- 
tion of 170,000,000. 

4. State chairmen have been 
advised to stress announcements 
and special events for radio, and 
to shun special talks which have 
traditionally poor listenership rat- 
ings. 

5. An ANA survey shows that 
90% of its membership is planning 
a special effort. 


Will Localize Appeals 


At a two-day meeting here this 
week, Treasury told its. state 
chairmen that it is up to them 
to get local newspaper and radio 
support for the drive. Detailed in- 
structions in dealing with media 
were offered, and chairmen were 
advised to remind media _ that 
there will be only two instead of 
three drives this year. 

An exhaustive analysis of news- 
paper support of the 6th War 
Loan by the Advertising Checking 
Bureau showed tremendous varia- 
tions from state to state, Thomas 
H. Lane, director of press, radio, 
and advertising, told the state 
chairmen. To overcome this 
weakness, Mr. Lane said each 
state will have a newspaper lin- 
age quota for the 7th, and that 
each state chairman will be able 
to break his quotas down by coun- 
ties and towns, and according to 
the number of papers and expen- 
ditures involved. 

Surveys by the government poll 
expert, Dr. Rensis Likert of the 
Bureau of Agricultural Economics, 
show that more local publicity is 
needed in War Bond drives, Mr. 
Lane emphasized. Not only does 
it build morale of the Treasury 
workers, but Dr. Likert finds that 
people are highly responsive to 
widely publicized local quotas, 
and to stories of local war heroes 
and local war production. 


Much Material Available 


In addition to the April news- 
paper ads, Treasury is mailing 25 
full-page general newspaper ads 
lor local sponsorship, six special 
farm ads, and a number of smaller 
ones. Newspapers with difficult 
baper problems will be urged to 
sell treasury ads as substitutes, 
while papers with relatively easy 
Paper situations will be encour- 
‘sec to add new advertisers to 
their lists. 

_ Don U. Bridge, chairman of the 
WE iid committee, Newspaper 
Advertising Executives Associa- 
id the state leaders: “Don’t 
aid to tell the newspapers 
us is an important civilian 
support of the war effort. 


\) Wleme- 
‘10 GRANDE VALLEY 
Group in Jexar 
Acaches 
EXAS’ MAJOR MARKET 


at 228,000 population 
QUARTER BILLION 
Year ‘Round Income 

_ Harlingen Star - McAllen Monitor 

Brownsville Herald 


That is not merely passing the tin 
cup.” 

Magazines are _ concentrating 
their effort during June on a spe- 
cial war bond cover, containing a 
three-paragraph message signed 
by eight five-star military leaders, 
Frank Braucher, president of 
Periodical Publishers Association, 
explained. Eric Haase, secretary 
of the public relations committee 
of the Association of National Ad- 
vertisers, read a partial list of 
ANA members who were planning 
their 7th War Loan efforts. Among 
them were Kraft Cheese Com- 


pany, Miles Laboratories, Sylvania | 


Electric Products, American Home 
Products, Goodyear, Anheuser- 
Busch, Seagram, Electric Auto- 
Lite, Hiram Walker and Schenley. 


Outdoor Uses Bleeding Space 


Kerwin H. Fulton, director of 
the war activities committee of 
the Outdoor Advertising Associa- 
tion, said his industry will seek 
to equal its record effort of the 
6th, although June is its peak load 
period. He asked aid from Treas- 
ury field people in selling spon- 
sored posters and selling local ad- 
vertisers on the idea of converting 
already scheduled posters. 


Mr. Fulton said that the indus- 
try was abandoning its all-time 
taboo against streamers on the 
bleeding space, and that every 
panel in the country would carry 
a special 7th War Loan streamer 
in the bleeding space. 

Lewis Avery, director of broad- 
cast advertising for National As- 
sociation of Broadcasters, touched 
on the radio effort, which runs 
from network radio days, special 
events and heavy OWI allocations 
to all types of local station mate- 
rial, including 39 recorded Treas- 
ury salutes, combat recordings, 
musical station breaks, announce- 
ments, time signals, and even 
bond appeals in weather forecasts. 


Avery Advises Special Events 


Mr. Avery pointed out that state 
chairmen lose radio friendship 


and pulling power by asking for | 


special periods for talks. “One 
well-placed announcement is worth 
10 talks, and stations can book 10 
announcements easier than one 
talk,” he pointed out. “One spe- 
cial event is worth 20 talks. And 
one outstanding promotion is 
worth 40 talks.” 

Because of its high goal, and the 
fact that people will be approached 


only twice this year 
drives, Treasury is no _ longer 
stressing a single $100 bond per 
person. During the 7th, the idea 
of buying in two drives what you 
| would ordinarily buy in three will 
be used. On the outdoor poster, 
a $100 and a $50 bond are identi- 
fied. 


in special| Flects Greenfield 


G. Dwight Greenfield, copy chief 
of Stewart, Hanford & Casier, 
Rochester, N. Y., since 1940, has 
been elected vice-president of the 
agency. He was formerly sales 
manager of Universal Bottled Gas 
Corporation, Rochester. 


For 16 Years— 


Age —It's their business magazine. 


(Watt Publishing Co.) 


County Agents, Vo-Ag Teachers and 
Extension Specialists have read Better 
Farming Methods for the same rea- 
son you are now reading Advertising 


ma 
BETTER FARMING METHODS 


MOUNT MORRIS, ILLINOIS 
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see a movie! 


The family is getting ready for an evening’s 
entertainment. They have turned to The 
CHICAGO TIMES directory to find a 
movie to suit the family taste. This is a 
typical scene enacted in thousands of homes 
in Chicago every evening. ‘These families 
turn to The TIMES because it provides the 
most complete movie directory of any Chi- 
cago newspaper. Practically all of the neigh- 
borhood houses are listed there, for the theater 


CHICAGO'S MODERN 


managers know that The TIMES brings 
family patronage. 

The CHICAGO TIMES is delivered di- 
rectly to the homes of more than 100,000 
families every evening. More than 330,000 
additional copies are sold to home-going 
Chicagoans at the newsstand. This great 
family audience is available to advertisers at 
one of the lowest milline rates for evening 
newspapers in America. 


FAMILY NEWSPAPER 


THE ‘TIMES 


CHICAGO'S URE NEWSPAPER 
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>OTOGRAPHIC 
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THE WEEK 


3 PRESENTS AFA CHARTER—Bruce Barton, president of BBDO and chairman 

iof the Advertising Federation of America, left, presented the Advertising 

Club of Akron with its AFA charter at a recent dinner meeting. With him 

in the picture are J. Penfield Seiberling, president, Seiberling Rubber Co.., 

lub president, center, and Edward S. Babcox, publisher of Tire Review, one 
of the prime organizers of the club. 
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t THE ABC's THAT PEW PEOPLE KNOW 


THE TAGLETS HE WILL NOT SELL 


Sheke, Fave € Arempangy 


re ee O08 Owemmerrst gerne 


AIDS PHARMACISTS—Parke, Davis & Co.'s current magazine series was de- 
signed to give consumers a better understanding of the “important public 
health services of the pharmacist.’ Murray Breese Associates, New York, is 
the agency. 


SEEK NEW MARKETS—At the head table at a recent meeting of Export 
Adve sers Association of New York were, left to — G. Allen Reeder, 
adver'sing director of Carstairs Distilling Company; J. B. Powers, treasurer 


of the association; Thomas H. Beck, Crowell-Collier president, who spoke, 
and Robert H. Otto, president of the association. 


WAS INGTON PUBLISHERS—At a meeting of the Washington Advertising 
~lub at which Paul West (second from right), president of Association of 


Netic al Advertisers and vice-chairman of War Advertising Council, spoke, 
on ublishers were prominent. Left to right: Fleming Newbold, manager 
of + 


Washington Star; Matt Meyer, advertising director of the Washington 
Ne Mr. West, and Eugene Meyer, president of the Washington Post. 


GAVEL POUNDERS—A Lucite gavel 
goes to Franklin Fader (left), adver- 
tising director, Vitamin division, Na- 
tional Oil Products Co., and president 
of Northern New Jersey chapter of 
American Marketing Association, from 
Edward J. Pechin, advertising manager 
of du Pont's plastics division, president 
of Industrial Marketers of New Jersey. 


CLEANING UP—Electric Auto-Lite Co. 
is supporting radio and magazine ad- 
vertising with a new cartoon film pre- 
pared by Walt Disney Studios, in which 
Johnnie Plug-Check points the way to 
better spark plug service. 


HERE COMES MAGIC—So says Jant- 
zen Foundations, in the March Made- 
moiselle, when it describes a “wonder- 
ful new Jantzen ‘Latex’ yarn step-in.” 


PIiTtTssureGcHn 
Prvyrseue 


. Peabody got it in the neck 


Mk. Prasopy doesn't approve of 
air conditioning 


He says he felt it once. He was in 
a movie, a cold draft got him in the 
back of the neck and he has been 
stiff-necked about air conditioning 
ever since 


Well, the cold, clammy guat of 
air that blew down Mr. Peabody's 
neck didn't come out of a real air 
conditioning system... it just 
couldn't have! 


Real air conditioning, Mr. Pea- 
body. isn't blasting cold air around 
for a while and then turning it off. 
Real air conditioning is a science 
and an art . . . providing clean, 
evenly distributed, draughtless air 
uth precisely controlled wmperature 
and humidity . . . day in and day 
out, summer and winter, 


That's why. when you go into a 
store or restaurant or movie that iv 
Carrier conditioned, you don't feel 


solely to the important task of bring 
ing you the finest in air conditioning 
and refrigeration as promptly 
ax war responsibilities permit 

If your post-war planning calls 
for air conditioning or refrigeration, 
for whatever purpose, Carrier can 
he of service. Write today for spe- 
cific information 


Caraitey Corporation « Syracese, NY 


+ out getting so much as one single 


PITTSBURGH ANNOUNCES... 


SOLO DYNAMICS FOR THE HOME! 


PLatTeE GLass “2arer™ 


chilly or clammy. You are simply a . ) 
agreeably refreshed truly com 
fortable and you begin to think 
niece thoughts about the proprietor 


We'd like to put Mr. Peabody 
straight. That shouldn't be difficult 
for he's been in lots of property air 
conditioned places since with 


ht, 


As it has me the past 42 yenrs, 
« 


pain-in-the-neck Carrier plans to devote its efforta AIR CONDITIONING « REFRIGERATION 


HUMANIZING AIR CONDITIONING—Carrier Corp., Syracuse, has sched- 
uled a general magazine campaign, beginning with March issues, to educate 
the public concerning true air conditioning and the high standards of the 
industry as a whole. 
proposition. 


April issues will show that modern air conditioning, is 


no "tea-kettle” Chas. Dallas Reach Co., Newark, is the agency. 


. 3 
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CONFAB ON COMICS—Executives of Armour & Co. get together for a 

discussion of the new Treet campaign which is appearing in Puck—the Comic 

Weekly, through Foote, Cone & Belding, Chicago. Left to right are: Bernie 

Cashion, of Puck; D. B. Hause, ad manager of Armour; L. L. Bronson, manager 

of the canned food sales department; G. W. Munro, assistant manager of 

the same department; and J. R. Dupes, Armour's assistant ad manager in 
charge of canned food advertising. 


PiTtTTseuegcue 
PA 


DYNAMIC COLOR—This full-color spread in The Saturday Evening Post will mark extension of Pittsburgh Plate Glass’ color 
dynamics campaign to the dwelling field. The theme was widely promoted for business and industrial uses during 1944. 


(Story on Page 14.) 
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During the past three-and-a-quarter years 
since the first issue rolled off the presses, The 
Sun has made remarkable progress for a new 
newspaper—in circulation . in influence 
and power . . . and consequently, as an effec- 
tive advertising medium. For The Sun’s 
“response-ability” —so valuable to advertisers 
—is a natural development of The Sun’s 
responsibility to its readers! 

Included in The Sun’s credo, as published 
in the first issue on December 4, 1941, were 
these principles: 

“The Sun appears today before the public. 

For us the day is one of pride tempered with 

a consciousness of the grave responsibilities 

that lie upon any newspaper. We intend to 

publish the best newspaper we can; the fair- 

est, the most interesting, and the most com- 

plete... The Sun was born in Chicago... 

it is as integral a part of Chicago as the rail- 

roads, the Loop, the stockyards, and the Art 

Institute. The Sun is your newspaper — 

your friend.” 

Chicagoans needed and wanted a new morn- 
ing newspaper—a paper that The Sun has 
given them. And they responded — to such an 
extent that today hundreds of thousands of 
loyal and receptive readers (a large majority 
of whom read no other morning newspaper) 
have made The Sun the eghth largest morning 
newspaper in the U.S. And today The Sun 
already covers the Chicago market better than 
any standard-size New York paper covers the 


New York market. * 


* Source: U.S. Census and Publishers’ Statements to the A. B.C. 
for 6 months ending 9/30/44. 


National Representatives: THE BRANHAM COMPANTY 
CHICAGO: 360 North Michigan Avenue 


Atlanta 


Charlotte 


Dallas 


Detroit 


NEW YORK: 230 Park Avenue 


Kansas City 


Scores of astute advertisers too— quick to ob- 
serve The Sun’s enthusiastic acceptance by a 
rapidly-mounting audience of readers—dis- 
covered a new market . . . a ready-made, self- 
contained market of substantial, prospective 
buyers. And these discerning advertisers were 
equally quick to appreciate and utilize the 
value of The Sun’s ability to get response— effici- 
ent, sure and economical response! 

Before paper rationing, advertisers gave 
The Sun the greatest volume of linage ever 
accorded a new newspaper. ‘Today— because 
of the newsprint shortage —The Sun is in the 
position of so many publications, experienc- 
ing a demand for copies by readers, and space 
by advertisers, far greater than the available 
supply of paper permits. 

The Sun was selected again in 1944 as the 
No. 1 or No. 2 medium in this 5 newspaper 
town by such famous and successful stores as 
Carson Pirie Scott & Co., Marshall Field & 
Company, The Komiss Co., Mandel Brothers, 
Maurice L Rothschild, Russeks, Saks Fifth 
Avenue, and Chas. A. Stevens & Co. And 
again The Chicago Sun published far more 
full-run advertising linage from women’s cloth- 
ing stores than any other Chicago newspaper! 

When you want to do a complete selling job 
in the Chicago market— remember to reach 
(for a relatively small investment) the respon- 
sive audience of the morning newspaper that 


Chicago-area people read... like . . . believe in 


.. and buy from...... 


250 Park Avenue, New York 17, * 


Los Angeles + Memphis + St. Louis + San Francisco 


te ee 400 West Madison St., Chicago ©. ll. 
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